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when you think 
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| me 4°) >) Co when you think of 


SPOT TELEVISION 
think of these stations 


Nashville 

New York 

WTAR-TV . . Norfolk-Newport News 
.....+..Oklahoma City 





. Portland, Ore. 
Providence 
Raleigh-Durham 
. .Rochester 
Kansas City - Sacramento 
Little Rock -TV ..........San Antonio 
San Diego 
WNEP-TY . .Scranton-Wilkes Barre 
KREM-TV ............ Spokane 
KSTP-TV .. .Minneapolis-St. Paul 


Some thoughts just naturally lead to other, 
closely related thoughts. That’s why when 


Television Division 


the subject of Spot Television comes up, Edward Petry r4 Co Inc 
| * 


national advertisers and their agencies 

: . . The Original Station 
naturally think of the following list first. Representative 
Small wonder. These stations never fail to 


deliver the sales. NEW YORK + CHICAGO « ATLANTA + BOSTON « DALLAS 
DETROIT « LOS ANGELES « SAN FRANCISCO - ST. LOUIS 














Top sponsors are hurrying to take advan- 
tage of BROKEN ARROW’s home-hitting 
audience appeal. MILES LABORATORIES 
are in their home market, Elkhart-South 
Bend, Indiana, and also in New York City. 
Others in New York City include AMERI- 
CAN CHICLE, OVALTINE and INSTANT 
GRIP. In Miami, Florida, the largest used 
car dealer in the Southeast, MUNICIPAL 
AUTO SALES, INC. have BROKEN 
ARROW exclusively. Other sponsors in 
other parts of the country include SHER- 
WIN-WILLIAMS PAINTS, GENERAL 
ELECTRIC, OKAY FOOD STORES, 


WPIX « New York City 

KTTV « Los Angeles 

KSL-TV + Salt Lake City [ 
WRC-TV « Washington ; 
KOIN-TV « Portland 


West Coast « East Coast 
Middle West « South 
Everywhere! 


ARCHWAY COOKIES, U. S. BORAX. 
Other markets which have snapped up 
BROKEN ARROW also are taking partici- 
pating sponsorship. Such markets_ include 
Youngstown, Ohio, WXTV-TV; Phoenix, 
Ariz., KOOL-TV; Springfield, Mo., KYTV; 
Douglas, Ariz.. KCDA-TV; Bellingham, 
Wash., KVOS-TV; Billings, Mont., KOOK- 
TV; Idaho Falls, Ida., KIFI-TV; etc. Michael 
Ansara and John Lupton star in this 20th 
Century-Fox produced series. You'll star in 
your market if you’re first with BROKEN 
ARROW-—in any time period. Don’t wait. 
Better wire collect today. 
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Mow important is the 24? 
CEES coe 


Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities ...3,000,0C0 potential 
customers ... 684,200 TV homes (ARB 
March ’60)...served exclusively by 
WJIM-TV for 10 years. 





WJ i M = ; | eee located to exclusively serve LANSING... FLINT...JACKSON 


BASIC Covering the nation's 37th market. Represented by Blair TV. WJIM Radio by MASLA 





PERCENT SHARE OF NEW YORK TELEVISION AUDIENCE* 


SEPT. ocT. NOV. DEC. SEPT. ocT. 





*Total Week, Sunday through Saturday 6 am-12 midnight 
Source: Nielsen Station Index, Sept.-Dec., 1960 





GOING UP! 


In television’s most competitive market, 
the one that’s pulling ’em in is wnsc-rTv. 
Since this season’s start, Channel 4’s total- 
week share-of-audience has gone up more 
than all other channels combined (the major 
competing station’s has gone down). 


Morning to midnight, New Yorkers find 
more of the entertainment they like —more 
color programs, more specials, more 

lively excitement — plus the best in news 
and information programs — on Channel 4. 








Could your sales curve use a lift? 

Then join the switch to wnsc-Tv — the one 
that’s attracting more new viewers in the 
world’s buyingest market. 


WNBC-TV V 


NEW YORK - NBC OWNED 
REPRESENTED BY NBC SPOT SALES 








WLBC-TV | retcvision age 
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21 EQUITY FOR ACTORS 
Middletown, U.S.A. But advertisers won’t be hurt too much under new 


talent-union contracts: an analysis 


, 
26 A CLUTCH OF CLICHES 


An expansion of the “let’s-run-it-up-the-flagpole” 


mythical lexicon of Madison Avenue 
eS 
30 NEW TV FRONTIER? 


M N IE National events translated into local terms bring 
| rewards for Corinthian newscasters 
| 


Crossroads of the Middle West 


32 DOES THE CLIENT TALK TO HIMSELF? 


Study of sponsor errors in thinking of composite 
video audience as a mass audience 


34 CIRCUIT TO PRESTIGE 
| Union Electric brings light to St. Louis in more 
& ways than one via tv spectaculars 


MUNCIE 65 SEMI-ANNUAL STATION DIRECTORY 


Comprehensive guide to station addresses, rates, 


— 








Cross-section of the nation top executives and national reps 
DEPARTMENTS 
10 Publisher’s Letter 45 Wall Street Report 
Report to the readers The financial picture 
oe 
12 Letters to the Editor 47 Network Program Chart 


MUNCIE The customers always write List of shows for February 


Test Market, U.S.A. | 15 Tele-scope 53 Spot Report 


What's ahead behind the scenes Digest of national activity 
and the Gateway to Sales 
, - 17 Business Barometer 62 Audience Charts 
in “the heart of Indiana Measuring the trends Who watches what 
19 Newsfront 75 In the Picture 
The way it happened Portraits of people in the news 





37 Film Report 76 In Camera 
Round-up of news The lighter side 
bam 
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BUT... A Few Well-Chosen Words On WKZO-TV 


Move Merchandise In Kalamazoo-Grand Rapids! 
NSI SURVEY—GRAND RAPIDS-KALAMAZOO AREA 


October 17-2 ber 13, 1960 Here are a few of the reasons why WKZO-TYV and the 


Kalamazoo-Grand Rapids area should be first-line choices 

Quarter Hours in Which Stations Deliver Most Homes on any advertiser’s schedule. 

Both Kalamazoo and Grand Rapids are among the 55 

fastest-growing markets in population and households 

WKZO-TV/STATION B|WKZO-TV/STATION B (source: Television Magazine), and WKZO-TYV is the 

overwhelming leader in this big, on-the-go market. 

7:30 a.m.-Noon os WKZO-TV delivers an average of 103% more homes per 

Heen-6 p.m an quarter hour than Station B, Sunday through Saturday, 
Si 9 p.m.-midnight Oct. 17-Nov. 13, 1960! 

Sun. thru Sat. Depend on WKZO-TV for effective coverage of Greater 

6 p.m. 9 p.m. Western Michigan. And if you want all the rest of 

9 p.m.-Sign off Michigan worth having, add WWTV, Cadillac, to your 

WKZO-TV schedule. 


Rs 2 ha 
She Pelyer Vlations 

WKZO-TV — GRAND RAPIDS-KALAMAZOO he 

WKZO RADIO — KALAMAZOO-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 100,000 WATTS © CHANNEL 3 ¢@ 1000’ TOWER 
WJEF-FM — GRAND RAPIDS-KALAMAZOO Studios in Both Kalamazoo and Grand Rapids 
WWTV — CADILLAC, MICHIGAN For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 








No. of Quarter Hours} Per Cent of Total 








Mon. thru Fri. | mn 

























KOLN-TV — LINCOLN, NEBRASKA 
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NIELSEN RECORD FOR ALL REGULARLY SCHEDULED NIGHTTIME PROGRAMS, OCT-DEC 1960, AA BASIS, 
6 TO 11. PM; EXCLUDES PAID POLITICAL AND SPECIAL BROADCASTS. PROGRAM NAMES ON REQUEST 
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TEST PATTERN 


(ANY ADVERTISER WHO CAN 
AFFORD TO SPEND ‘$1,000,000 

ON NETWORK TELEVISION CAN 
AFFORD TO SPEND A MINUTE 
ANALYZING THIS CHART.) 


While this image will never appear on your home 
screen, it is in fact an accurate statistical picture 
of what has been going on in network television 
since last October. This is the record for all reg- 
ularly scheduled nighttime programs— shown by 
networks and by types of programs. 


Why should anyone look at television in this way 
when there are many simpler (and more enjoy- 
able) ways to look at it? Briefly, because today’s 
sophisticated advertiser commits millions of dol- 
lars to television only after the most careful study 
of marketing objectives, program possibilities, 
and network environments. What kind of pro- 
gram, he asks, will best serve his specific needs? 
And where is it most likely to prosper? If you are 
such an advertiser you are interested in the whole 
pattern of network programming—the big picture 
on the screen below. It shows that: 


—the CBS Television Network continues to win the 
biggest average audience for its nighttime schedule. 





—the CBS Television Network also consistently 
attracts the biggest average nationwide audience 
in every category of entertainment programming. 
—the CBS Television Network presents the most 
evenly balanced schedule, as indicated below by 
the number of hours devoted to various catego- 
ries of programs. Only this network provides such 
proof of performance in every category. 


As the test pattern shows, one network offers both 
viewer and sponsor the best of everything. No 
doubt that’s why sponsors each year invest great- 
er sums in the nation’s largest single advertising 
medium, the CBS TELEVISION NETWORK © 
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The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TY WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


(M-F, Noon-6 PM 
1900 MORE Homes Reached Than Sta. 8B. 
(M-F, 6 PM-Mid.) 


7000 MORE Homes Reached Than Sta. B. 
) 


2800 MORE Homes Reached Than Sta. B. 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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Network Representative Elisabeth Beckjorden 
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Letter from the Publisher 


Holding the Line 


Much nonsense has been written in recent weeks concerning the 
effect the new talent-union contracts will have on television invest- 
ments. Some people have gone so far as to suggest that the new 
payment scales have made tv an uneconomical advertising medium 
for certain advertisers. Although we are the last to take a light- 
hearted view of increased costs in any area of television, we are 
convinced that the effect of the new contracts has been dramatized 
out of all proportion to the realities. 

To begin with, commercial talent costs represent a minusucle 
part of the total advertising investment—our editors estimate it is 
something like one per cent—and a 40-per-cent increase in that 
area represents, in actual dollars, a fractional percentage of time 
costs. We offer this not especially solacing thought in an attempt 
to place the cost picture in its proper perspective—which is, basi- 
cally, that television remains an efficient and necessary buy for just 
about every type of advertiser—even in the face of new use-pay- 
ment formulae. 

An analysis of this situation begins in this issue on page 21, and 
it is to be hoped that its publication will clear the air of some of 
the foolish and sometimes damaging statements that have been 
made about television by allegedly “informed” sources. Stanley 
Plesent, Young & Rubicam, Inc., legal aide who headed the 10- 
agency group of observers at the protracted negotiations, is actually 
able to point to some accomplishments from a management point 
of view. There is a lower rate for groups than had been in force 
before, rates for film and tape are now similar, and the contract 
period runs for three years. In brief, the business has achieved a 
greater degree of stability. 


Are They Necessary? 


“We have eliminated,” says Mr. Plesent, “the matter of one 
union playing against the other, and have shown that an agreement 
can be reached without a costly strike.” Mr. Plesent is also con- 
vinced that the industry negotiating committee handled itself well. 
“Tt was in the spot area that both unions concentrated their attack, 
and we feel the agency ‘advisers’ deserve much credit in providing 
facts and figures to keep the increases as low as possible.” He also 
notes, parenthetically, that for many advertisers, “actors are not 
absolute necessities, such as a cameraman or electrician.” 

This is a thought which should be digested by the Screen Actors 
Guild and the American Federation of Television and Radio Artists 
before they meet some two-and-one-half years from now to formu- 
late new demands. Far from pricing advertisers out of television, 
they may easily price actors out of it. 

It is to be hoped that the new contracts spur some additional 
creative thinking at the agencies. The price tag of a commercial in 
no way reflects its real worth; its real worth is the sum total of the 
creative abilities of many people. Increased costs can be met in 
many ways—in this business, they must be met with enterprise 


and imagination. 
ans 
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“HE DIDN'T CROSS THE T's!” 


Obviously an oversight. But are you likewise overlooking 


an obviously good market? South Bend to be exact. 

This Metro Area is a rich market by any measurement. 
For example: total retail sales are $293 million; food sales, $63 
million; automotive sales, $53 million; general merchandise 
sales, $43 million.* With a buying income of $7553* per house- 
hold, South Bend ranks first in the state: 21st nationally. 

In terms of TV coverage, South Bend is a 15-county market 
with a buying income of $1.7 billion. And no station covers 
this market like WSBT-TV. Year after year WSBT-TV 
delivers 45% share of sets in use . . . top CBS shows and pop- 
ular local shows get the job done. 

Don’t flit past the South Bend market. Get the latest facts 


via skywriting or on paper from your Raymer man. 


*Sales Management 1960 Survey of Buying Power 


WSBT-TV 


SOUTH BEND, INDIANA 


CBS Channel 22 
TELEVISION 


NETWORK 


ONE OF CBS' HIGHEST-RATED STATIONS 





ASK PAUL H. RAY MER, NATIONAL REPRESENTATIVE 


February 6, 1961, Television Age 11 








NIELSEN NOV.’60 


AGAIN* PROVES WRAL-TV’S 


DOMINANCE 


IN THE 


RALEIGH-DURHAM 
SURVEY AREA 


Sunday thru Saturday 6 p.m. to 9 p.m. 
Share of sets in use 


WRAL-TV 49% 


STATION B 40% 
OTHERS II 


Sunday thru Saturday 9 p.m. to Midnight 
Share of sets in use 


WRAL-TV 48% 


STATION B 42% 
OTHERS 10% 


*ARB NOVEMBER 1960 ALSO SHOWS 
WRAL-TV’S TOP RATINGS IN THIS MARKET 


Get the full picture from H-R or write 


WRAL-TV 


RALEIGH, NORTH CAROLINA 
Channel 5 e NBC plus ABC Features e Local Color 


REPRESENTED BY: @000 | =O 3 wT 
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Pattern of Survival 


... “Pattern of Survival” (TV AcE, 
Dec. 26) . . . is an extremely interest- 
ing attempt at an actuarial type of 
approach to the question of television- 


| program longevity. 


One of the questions it prompted 


| in my mind is the following: 


Had such an analysis been made 


| at the beginning of past seasons, 
| would the predictions have been cor- 


rect? Perhaps this is a subject for 


| a follow-up. 


CiairE R. Horn 
Sales Development Manager 
wor-Tv-AM New York 


| ARB Ratings 


. . . | want to correct the Memphis 
ratings (ARB City-by-City Ratings, 
October 1960, Tv AcE, Dec. 26). You 
will note on Wednesday The People’s 
Choice on WMCT, a film show, has a 
rating of 21, which is not listed in 
your report. I also call your attention 
to Woody Woodpecker with a rating 
of 21, Quick Draw McGraw with a 
rating of 20, Roy Rogers with a rat- 
ing of 19.5, Huckleberry Hound with 
a rating of 21.5 and Deputy Dawg 
with a rating of 16.5... . 

I am enclosing a total-homes break- 
down of the same report referred to 
in your magazine, which again clearly 
proves what an erroneous impression 
ratings can leave... . 

I wonder if these reports would not 
serve a greater purpose by showing 
total homes instead of ratings, as 
more and more agencies are now buy- 
ing and using the total-homes figure 
instead of ratings. 

EaRL MoreLAND 
Station Manager 
wMcT Memphis 


“Your Future in Advertising’ 
Thank you for that excellent write- 
up you gave my book (Tv AcE, Dec. 
12). It couldn’t have been better! 
JuLes B. SINGER 
New York City 








“More than $3,000 a week in brllang — vor ann 


’ 


Dp! am — dependent on one Ampex tape machine. That’s a typical week “owe at ( 
says Fred Fletcher. “We’ve been in business with Videotape* for slightly over two y« 
machine shows 3,272 hours of use and service... Ninety percent of our polit 


last fall was on tape. I don’t say we wouldn’t have gotten it on a live basis, but 


less costly, and much more convenient to candidates, having the busy grass roots sched 
do...Sure, we see every reason for getting a second machine — and we shall eventuall: 

} | - 1 ] f Ld r } b 4 | 4 

done a phenomenal job with one for two yéars. There’s no question about our choice 


They are TV tape recording, no doubt about it.” ¢ « ¢ « To get an informative file of reports from 
your associate TV broadcasters showing how an Ampex VTR fits in as a basic, pay-its-own-way 
component of any complete TV facility, write to Ampex today. Department AF. 


3 AMPEX 


AMPEX PROFESSIONAL PRODUCTS COMPANY +934 CHARTER ST., REDWOOD CITY, CALIF. * AMPEX OF CANADA LTD., REXDALE, ONTARIO 




















MR. FRED FLETCHER 
EXECUTIVE VICE PRESIDENT 
WRAL.-TV. RALEIGH. NORTH CAROLINA 


e" 
Lier 
3 ‘ Se 
4 ae 
, -? $2 
e) ; ; 
i ‘ 
bis} ‘ 
f : "7 ; 
ae ; at 2 a, 
: Re. ‘ e 3 re ,% 
me gk fa 
ee : egiet 
me S so3 5 t 





February 6, 1961, Television Age 13 








“Your grandchildren 
will grow up under 
Communism’ 


9 


says NIKITA KHRUSHCHEV 





7 


a 


Will the Soviet threat come true? Will your grandchildren live under Communism? Forget God? Salute the Soviet flag? 
*‘Never!’’ you say. But are you sure? How can you oppose Communism? One sure way is to help Radio Free Europe. 


The voice is that of Nikita Khrushchev. 
The audience is American. 

“Your grandchildren will grow up 

under Communism!’’ he shouts. 

Will your children live to see 

the Free World die? 

Forget God? Salute the Soviet flag? 
“Never!” you say. But are you sure? 
What can you do to oppose Communism? 
There is one sure way. 

Help Radio Free Europe. 


What does it do? 
Every day, to 79 million captive people 


Give Now To... RADIO FREE EUROPE 


The American People’s Counter-Voice to Communism 
Mail your contributions to: Radio Free Europe Fund, P. O. Box 1961, Mt. Vernon 10, New York 
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behind the Iron Curtain, it broadcasts 
news of the outside world. 

It helps keep these people from turning 
to Communism. The Poles, Czechs, 


Bulgarians, Rumanians and Hungarians. 


It keeps alive their friendship for 
America. It reaches over 90°% of these 
people, despite Communist jamming. 
Thousands of letters echo the plea: 
“God Bless You! Please keep 

Radio Free Europe on the air!” 


These people are the buffers between 
Russia and the Free World. 


They pose a major obstacle to the 
Russians starting any war. And 
Radio Free Europe is their strongest 
link with the Free World. 

But Radio Free Europe depends on 
individual Americans for its existence. 
How about it? 

Will you help? . . . Give a dollar? 

. . . Give five dollars? . . . or more? 
Surely your heart tells you to 

give something so that our children— 
and all children—shall live 

in freedom throughout the world, 


& 








WHAT’S AHEAD BEHIND THE SCENES Te le = 8 Cc Op e 


Footballers Kick Around 
CBS-TV looks like the best bet to carry all telecasts of 


the National Football League next season, with the NFL 
making no secret of its dissatisfaction with the recent 
set-up that had eight of the teams seen via CBS and the 
Pittsburgh and Baltimore clubs playing on NBC-TV. “A 
single package next season is the answer,” said commis- 
sioner Pete Rozelle. “If we don’t get it, some of the 
weaker clubs might lose their tv revenue.” NFL wanted 
a package-deal this past year, but the Department of 
Justice reportedly had reservations. The octet on CBS 
has °61 contracts with two one-year options, but the two 
NBC teams could be moved without major legal problems. 


Did Christmas Commercials Carol Too Loudly? 

Some of those children’s commercials used over the 
holiday season which attracted the critical attention of 
many columnists and parents have also interested the 
Television Code Board of the National Association of 
Broadcasters. It’s understood that some tv code board 
members want to let certain agencies and their adver- 
tisers know some of the messages were not exactly repre- 
sentational. Action on this matter is expected within a 
few days. 


Candy’s A-coming 

For its Jujubes and other candies, Henry Heide, Inc., 
was making plans at press time to return to a half-dozen 
markets it’s used in the past for syndicated half-hours. 
Sergeant Preston of the Yukon will most likely be the 
vehicle, as it has been used successfully for two years and 
was bought on an every-week basis in New York last 
month. The other schedules, to start shortly, will probably 
be alternate-week deals. A major problem, stated buyer 
Walter Simons at Kelly, Nason, Inc., New York, is find- 
ing suitable time slots. 


More From Miles 

Miles Laboratories, reportedly wavering between spot 
and network decisions for the major share of the °61] 
budget, gives spot oficionados hope with a series of 52- 
week placements for Nervine. Night minutes in selected 
markets start at issue date. Robert Jolly is the timebuyer 
at Wade Advertising, Inc., Chicago. 


Another CBS-Tape Reason 

With the industry busily speculating on the why behind 
the folding of CBS Production Sales, among the reasons 
advanced have been the possibility of Government 
“monopoly” charges, the high cost of studio facilities 
and the fact that the unit had expanded away from its 
original functions. In the view of one source, however, 
the answer is in dollars-and-cents. “Certain people 
realized the tape unit was making not only commercials 


for advertisers on non-CBS stations, but was actually 
making programs that were shown in competition with 
CBS-TV shows. It’s a time of tight profit margins, and 
one step to help the network picture seemed to be doing 
whatever possible to prevent business going elsewhere.” 


A Doctor’s Product 

Though the low-pressure Kenyon & Eckhardt com- 
mercials for Metrecal have won praise here and elsewhere 
in the trade, some of the prime movers of the campaign 
are now willing to concede that hard-sell would have done 
as well and possibly better. The loud-sell was ruled out, 
however, when Meade, Johnson decided too late to set up 
the Edward Dalton label for the product, thus divorcing 
it from established company products such as Pablum. 
Doctors, who have been the main sales force for Pablum, 
would have backed off if the approach to Metrecal on tv 
had been pitched too high. 


Get ’Em While They’re Young 

A change in marketing aims appears evident in the 
moves of Speidel Corp. both from Norman, Craig & 
Kummel, Inc., to McCann-Marschalk, Inc., and from its 
long-time sponsorship of NBC-TV’s The Price Is Right 
to ABC-TV’s new Asphalt Jungle. “Jungle,” said agency 
president Stuart Watson, “will reach a previously un- 
tapped audience hitting the younger side of the family.” 
A quick check by Tv ace of the teen-age set indicated 
it is this group that goes heavily for identification 
bracelets, photo-lockets and the like. Speidel reportedly 
is “open to buy” additional programming for the next 
fall-to-Christmas period, probably with similar audiences 
in mind. 


Oil and Ink 

Ogilvy, Benson & Mather may switch part of the Shell 
account, now entirely in newspapers, to tv and radio in 
time for the tourist season. Early returns from the print 
campaign have not been up to expectations, it’s reported, 
and misgivings have been expressed about the forbidding, 
encyclopedic look of the newspaper ads. More important 
from the point of view of men who have worked with oil 
accounts over a long period (including one agency 
president) is that newspapers simply can’t reach the 
people in cars. (“Cab-drivers are the only people who 
read while they drive.”) Gasoline purchases depend on 
too many factors, such as the distribution of stations, 
their appearance, service agreements, and the driver's 
possession of a particular credit card. Even the ANPA 
concedes that a saturation print campaign in major 
newspapers can reach only some 70 per cent of readers, 
less than half of them responsible for oil-product pur- 
chases. 
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ad » IS WHAT THE MICHIGAN MARKET 


is REALLY LIKE !! 
LANSING AND 1 | OUTSIDE 
MID-MICHIGAN DETROIT! 


WILX-TV COVERAGE 
LOW COST PER THOUSAND 






LANSING 
AND MID- * 
MICHIGAN 


MARKET @WILX-TV 


vane ® 


nr ee 





With annual retail sales of $1,224,302,000, the Lansing- WI LX-TV FACTS 
Mid-Michigan Market is second only to Detroit in the 

Soarnenne Pnie ¢ STUDIOS IN eFULL TIME NBC 
WILX-TV covers this important market. No other single LANSING e TOWER HT. 1008’ 
station offers city grade coverage of Mid-Michigan's JACKSON e POWER 

Me Triangle”’ cities — Lansing, Jackson and Battle BATTLE CREEK 316,000 WATTS 


WILX-TV delivers the Lansing - Mid-Michigan Market at THE GOLDEN TRIANGLE STATION 
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Business barometer 


Following exceptionally strong gains in October, local billings and network business 





Network totals customarily 


eased off in November. 
Local sales, which 
usually show a decline { month-to-month and year-to-year compariso 
for the month, were, Nov. Dec Jan. Fel Mar Apr May June July Aug. S« 
however, up 4.2 per cent 
over October and 11.0 
per cent ahead of No- 
vember 1959. 





NETWORK BUSINESS 





Total 


show slight increases in 
November, and the pat- 
tern was again adhered 
to with an October-to- 
November rise of 3.6 per 
cent, although this was 
not as great as the 
gains recorded in several 
previous years. 











network business for 





Network gross time billings 


November was up 4.3 per cent over the same period in 1959, a bit under the 
5.0-per-cent jump regis- 
tered that year over '58. LOCAL BUSINESS 





{ month-to-month and year-to-year comparis 


N D J I Mar Apr i J } \ 





ABC-TV billings totaled $127 


for the first 10 months 
of '60 were $557 million, 
an increase of 9.3 per 
cent over the like pe- 
riod of 1959, according 
to TvB/LNA-BAR reports. 








Nighttime gross time billings 


million for January- 
October 1960, a 28.8- 
per-cent rise over the 
same 1959 span. CBS-TV 
totals were $227 mil- 
lion, up 3.8 per cent, 
while NBC-TV billings 
were $202 million, ahead 
by 5.4 per cent. 











for the three networks 
January through October 
1960 were $388 million, 
an increase of 13.0 per 
cent over 1959. Day- 
time was up 1.5 per cent, 
to $169 million. 








(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 


February 6, 1961, Television Age 17 





KRNT-TV is 
very big in Des Moines 





Big in total audience — see all surveys 

Big in total adult audience — see all surveys 

Big in service to the community — see Central Surveys 

Big in news — five years of dominance — see all surveys 
Big in personalities — see Central Surveys 

Big in believability — see Central Surveys 

Big in local business — see FCC figures 

Big in the lives of people in the community—see the people 


Big in sales impact — see Katz 


KRNT-TVY is 
Des Moines Television 


A COWLES OPERATION 
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Daytime viewers generally buy the product . . page 19 


Salesmanship versus buyer resistance ...... page 19 


Lead, Kindly Light 


Only one thing is missing from a 
study recently conducted for NBC-TV 
that “proves” daytime television is 
an effective advertising medium: how 
much more effective daytime tv is 
than nighttime, or more effective 
than other advertising media. While 
such comparisons undoubtedly would 
heighten the value of the survey, the 
results of 1,000 personal interviews 
with housewives last October have 
validity in themselves, 

A primary point, as O’Brien-Sher- 
wood Associates discovered while 
conducting interviews in 20 national 
markets, is that better than one out 
of two daytime viewers have tried 
products they learned about on the tv 
shows. ( Viewers were defined as those 
women who viewed one or more of 16 
programs on all three networks at 
least once weekly.) 

Commercials on the programs, said 
90 per cent of the respondents, are 
given in a “pleasant, agreeable” man- 
ner; 79 per cent felt advertising on 
daytime tv tells them about “down- 
to-earth matters in a simple, plain- 
spoken way’; three-fourths found the 
commercials “usually honest and ac- 
curate,” and 68 per cent reported 
they gained “many facts and helpful 
ideas” from the ad messages. 

On a comparative level, “personal- 
ity” vs. “non-personality” programs 
were studied, with the shows featur- 
ing live hosts seeming to be far more 
effective “salesmen” than all-film pro- 
grams. Although this result was not 
unexpected, NBC believes its figures 
are among the first to offer proof of 
a long-held theory. 

While 92 per cent of the NBC-TV 
daytime personality-show viewers felt 
commercials on the programs were 
delivered in a pleasant, agreeable 
manner, only 88 per cent of non- 


personality-show viewers felt the same 


way about the sales messages they 
saw. Similarly, commercials were 
found by 82 per cent of the per- 
sonality-show viewers to be “usually 
honest and accurate”; only 67 per 
cent of the non-personality-show 
viewers felt the same. Some 66 per 
cent of the personality-show viewers 
reported they had been motivated to 
purchase advertised products, while 
only 48 per ‘cent were similarly af- 
fected by commercials on non-per- 
sonality shows. 

In a study of the personality’s 
recommendation of a product com- 
pared to “as advertised on ‘such-and- 
such’,” 57 per cent of the sample 
responded more favorably to products 
tied in with a performer’s name. 
Only 43 per cent indicated prefer- 
ence for products bearing a show-title 
endorsement. 


Primer of Premises 


“In early 1961, our manufacturing 
output is at a rate no higher than it 
was fully six years ago. About seven 
per cent of our labor force is out of 
work, and a large proportion of the 
employed is working less than a full 
week, . . . The actual operating rate 
in iron and steel is about 50 per cent 
of capacity; machinery, and also 
autos, trucks and parts, about 70 per 
cent; chemicals, 75 per cent, and food 
and beverages, about 80 per cent. The 
average for all manufacturing is less 
than 80 per cent.” 

This not very cheerful portrait of 
the economy was recently presented 
by Marion Harper Jr. to a joint meet- 
ing of the American Marketing Asso- 
ciation, the Chicago Federated Adver- 
tising Club and the Sales Marketing 
Executives of Chicago, Inc. The presi- 
dent of Interpublic, Inc., went on to 
propose a number of “premises” to 
step up the national growth rate. 


Since some of the more salient 


“premises” will undoubtedly be used 
to thicken the ink of advertising 
critics, they are itemized here with 
a minimum of comment: 

“I would welcome the opportunity 
to explore an alternative namely, 
a reduction in tax rates to provide 
discretionary income for the renewed 
growth of private markets, and a new 
cycle in the raising of living stand- 
ards. .. . A 10-per-cent reduction in 
Federal taxes on personal income 
would add about $4 billion to the 
after-tax income of consumers. 

“Some advertisers and their agen- 
cies place their own artificial limits 
on a market and then resort to shrill, 
hard-selling tirades. This can be re- 
garded as the curse of the market 
with an actual ceiling. Rather than 
being the villain of the piece, the 
advertising-marketing profession in a 
sense is the victim. For the last incre- 
ment of sales, it must expend exces- 
sive funds and energy. In a growing 
market, however, the additional sale 
is much more economical. Energy can 
be devoted to developing consumer 
values that meet minimum buying 
resistance, and not be diverted into 
offensive salesmanship.” 

At this point, it can be argued that 
many critics of advertising will in- 
quire into the kind of society created 
when a $12-billion industry devotes 
its energy to developing consumer 
values that “meet minimum buying 
resistance.” 

Almost as though anticipating such 
criticism, Mr. Harper followed up 
with this advice to marketing men: 

“Shy away from the generalities 
of advertising’s daily vocabulary 
nebulous talk about images, impact 
and reach... . 

“Give far less attention to intro- 
spection and preoccupation with the 
image of advertising and marketing, 
and devote the time saved to clients 
and customers. 

“Each of us should be a missionary 
for investment in communications re- 
search—market research, media re- 


search, advertising research. 
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‘network atmosphere” of fine programming, advertisers and audiences. Programs like Air 
| 20wer, M-Squad, Bold Journey, San Francisco Beat, The Honeymooners. Advertisers 


|(98% of wrx advertisers are national) like General Foods, General Motors, P&G, Coca 


| ola, R. J. Reynolds. A. C. Neilsen has proved there is “no significant difference” between 


| vprx’s Audience and the leading network station in terms of income level, age, occupation, etc. 


| WPIX-11 isa giant-beating opportunity in New York television. 


where are your 60 second commercials tonight? 


NEW YORK’S PRESTIGE INDEPENDENT 








Television Age 


FEBRUARY 6, 1961 


Equity for actors <<" 


But advertisers 
won't be hurt too much 


under new talent-union contracts: 


an analysis 


44 if you're buying a new Cadillac, you don’t 
get upset when the salesman points out 
that whitewalls will cost an extra $32.” 

In the proverbial nutshell, that’s one industry 
spokesman’s opinion of the effect on television 
of the recently ratified codes of the Screen Actors 
Guild and the American Federation of Tv and 
Radio Artists with the networks and Film Pro- 
ducers Association. What the speaker implied, 
of course, is that while an increase in cost is an 


of the medium. 

This attitude is far removed from that dis- 
played last fall when the unique SAG-AFTRA 
combine faced the broadcasting representatives 
across the bargaining table. While it was then 
impossible to deny that the cost of almost any- 
thing in the country had risen during the pre- 
ceding two-year period since the last contract 
was negotiated, networks, agencies, producers 
and advertisers felt it wise to present arguments 


~ LF 
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WW 


a 


increase in cost, it does not necessarily mean 
that a prospective Cadillac buyer will switch 
suddenly to a Ford—or that an advertiser who 


is successfully using television will move out 


that would justify making any granted increase 
as small as possible. 
“You'll drive the advertiser into newspapers 


or magazines where he’s not bothered with 
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Successful bargaining prevented a strike similiar to one by 


Pee 


_ 
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Senos ones 


writers that emptied studios last summer 














residuals,” was the cry from broad- 
casters. “We'll turn to animation and 
do away with actors,” said the adver- 
tisers. “We'll write our commercials 
for fewer people,” said the agencies. 
“You'll send production overseas,” 
protested the film producers. 

There were other voices raised with 
similar objections, but the contracts 
finally 


talent unions’ viewpoints, 


drawn provided, from the 


“substan- 
tial increases . . . and many improve- 
ments in conditions of employment.” 
Perhaps to their own surprise (and 
perhaps not, having gone through 
similar sessions before), the industry 
representatives returned to their desks 
without even shaking their heads in 
puzzlement over where it all will end. 


Business went 6n as usual. 
No Hindrance 


And, interestingly enough, when 
the perennial year-end business pre- 
dictions were issued a few weeks 
ago, talent-cost increases were not 
mentioned by one of numerous prog- 
nosticators as a hindrance to the 
medium’s future. Both network and 
spot totals, it was forecast, would 
continue to rise; if the percentages of 
increase were not foreseen as being 
as great as in the past, general busi- 
ness conditions throughout the coun- 
try were given as the reason. 

While the industry 
“take 


begin causing changes (hoping that 


watches the 
new contracts hold” and 
there will be no changes of conse- 
quence), a look at precisely what the 
negotiations achieved is in order. 

From one industry viewpoint, the 
new contracts have been branded as 
“ambiguous, confusing and complex.” 
While this might be true, they appear 
no more ambiguous, etc., than the 
1958 contracts they supplant. If any- 
thing, the fact that the SAG code 
covering film and the AFTRA code 
covering tape and live productions 
are now identical in many respects 
will lessen the workload of the ad 
agencies’ talent buyers. 

Of primary concern during the bar- 
gaining was the effect talent increases 
would have on spot advertising. The 
unions, citing a “great increase in the 
use of wild spots”—commercials 
placed at station breaks and on local 


participating programs in any mar- 
kets—struck hard to prove previous 
rates for performers in the category 
were “inequitable and outmoded.” 
SAG-AFTRA evolved a new “unit” 
formula to set payments. 

Under the new system, an actor is 
paid for each 13 weeks’ use of a com- 
mercial in which he appears accord- 
ing to the number of city-units in 
which the spot is shown. Units are de- 
termined by population, one million 
people in the metro area constituting 
one unit. Cities below one million are 
counted as one unit, and cities over 
one million with additional fractional 
population above 500,000 receive an 
extra unit. The formula thus credits 
two units each to Pittsburgh, Balti- 
more, Cleveland, St. Louis and Wash- 
ington, D.C.; three units to Boston 
and San Francisco, and four units to 
Detroit and Philadelphia. 

Use-payment for principal _per- 
formers on camera derives from the 


table on the next page. 


Spot-Use Payments 
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This graph shows visually the advantages 
of the new concept of “unit” compensa- 
tion for performers in wild spot commer- 
cial messages. The black line pictures the 
minimum compensation for on-camera prin- 
cipals under the new contract, as com- 
pared with that under the old contract, 
shown by the dotted line. 
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Commercial session at Transfilm-Caravel brings off-camera voice . . . 


Cumulative 
Units Totals 
l- 5 $95 (min. block buy) $ 95 
6- 10 @ $8 per pop. unit 135 
1l- 20 @ $5 per pop. unit 185 
21- 25 @ $3 per pop. unit 200 


26-100 @ $1.25 per pop. unit 293.75 
101-175 @ $1.20 per pop. unit 383.75 
175-up @ $ .25 per pop. unit No max. 


New York, Chicago and Los An- 
geles are singled out for special treat- 
ment. Talent payment for use of a 
commercial for 13 weeks in any one 
city consists of a flat $200, with ad- 
ditional population units charged for 
at $1.25 each. Use of any two of the 
country’s three top markets costs 
$312, with additional units at $.25 
each. All three cities cost $345, with 
additional units at the same $.25. 


1958 

e 

“talent, $220 
1961 


talent, $373 


& 


The formulae for on-camera princi- 
pals, off-camera principals, on-camera 
groups and other classifications are in 
themselves no more intricate than 
those of previous contracts that were 
based on the number of cities in 
which spots were shown. Five classi- 
fications—C, one to five cities; B, 
six to 20; A, 21-60; AA, 61-125, and 
AAA, over 125—were used, with 
New York counting as 11 cities and 
Los Angeles and Chicago each count- 
ing as seven cities. Additionally, any 
of the three major markets consti- 
tuted Class A and all three com- 
prised class AA. A flat rate estab- 
lished for each class meant, for ex- 
ample, that an advertiser using spots 
in 124 markets paid the same talent 
fee as one using 62 markets. 





Under the new system, every mar- 
ket used is paid for—and those not 
used are not paid for, an arrange- 
ment that appears equitable to all con- 
cerned. On the matter of actual cost, 
however, the size and percentage of 
total budget involved can vary widely 
from advertiser to advertiser. 

SAG’s view of the new vs: old pay- 
ments appears in the graph on page 
23. TV AGE below computes the 13- 
weeks-use amount now paid a single 
on-camera performer in a spot used 
in the top 100 markets at $373 ($345 
for New York, Chicago and Los 
Angeles, plus 24 units for the nine 
multiple-unit cities and an additional 
88 units for the remaining markets at 
$.25 each). Compared to the $220 


the same performers would have been 


Use-Cost Comparison—Top 100 Markets 


prime 20-second commercial time cost, $22,793 


prime 20-second commercial time cost, $26,949 


Talent cost is for one on-camera performer payment for 13 weeks’ use. 
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. and very-much-on-camera lass salary hikes under new contracts 


paid under the 1958 contract, that 
$153 increase represents a rise of 
some 69 per cent. 

In itself a 69-per-cent cost increase 
appears devastating. It must be 
pointed out, though, that the talent 
cost—even one much larger than be- 
fore—is a minuscule part of such a 
spot purchase. According to the two 
most recent “top 100 markets” list- 
ings published in this magazine, one 
prime-time 20-second spot bought in 
each of the 100 markets in 1958 
would cost $23,793 for time alone. 
The same buy this year would cost 
$26,949, an increase of about 13 per 
cent. The talent payment—good for 
13 weeks whether the spot is used 
once or a hundred times—in either 
1958 or 1961 represents roughly one 
per cent of the total. 

Cost of producing a television com- 
mercial can vary from a few thou- 
sand dollars to $15-20,000, depending 
on how ambitious the advertiser and 
agency want to be. SAG’s base-pay 
per-day contract now gives an on- 
camera principal $95, as compared to 
last year’s $80, an off-camera princi- 
pal $70, as compared to the previous 
$55, with similar increases for groups 
and performers in other classifica- 
tions. Again, the $15-25 increase per 


day per actor is usually only a frac- 
tion of the finished commercial’s 
price. 

To illustrate the differences the new 
contracts could make in a spot adver- 
tiser’s budget, TV AGE picked random 
examples of national and regional 
clients from a recent Rorabaugh re- 
port. Representative commercials for 
the type of advertiser were consid- 
ered, and spot costs were taken from 
the spot tv summary of the Katz 
Agency, Inc. 


Client Examples 


Example 1. A national cosmetics 
advertiser using 146 major markets 
during a 13-week period, an average 
of six day minutes per week per mar- 
ket, and a commercial featuring two 
principals on camera and two off- 
camera. 

Last year the talent payments 
would have totaled $860 at minimum 
rates ($260 for each on-camera 
actor, $170 for each off-camera 
voice). In 1961 the total would be 
$1,283.50 ($383.75 for each of the 
two actors on camera and $258 
apiece for the two off-camera voices). 
Time costs for the entire schedule of 
commercials are roughly figured at 
$756,000 at current rates. 


Example 2. A northern food ad- 
vertiser, using five prime-time ID's 
weekly in New York, Washington and 
a small Pennsylvania market—the 
commercial employing one off-camera 
voice. 

In 1958-60, the performer’s 13- 
week use-payment would have been 
$72.50. This year he would get $128. 
Time costs at current rates are esti- 
mated at $53,000. 

Example 3. A west-coast gasoline 
firm using two day and two late-night 
minutes per week in 15 markets, in- 
cluding San Francisco and Los An- 
geles, with an intricate film requiring 
four principals on camera, a four- 
voice group and an announcer off 
camera. 

Before the new contracts, the total 
talent payment for 13 weeks’ use of 
the commercial would have been 
$975. (The breakdown—$170 each 
for the four on-camera principals, 
$105 for the off-camera narrator and 
$47.50 each for the group.) Today 
the same performers would get 
$1,286.60 (at $220 per on-camera 
principal, $141 for off-camera voice 
and $66.40 for each of the group 
singers). 

Example 4. A southern food firm, 


(Continued on pave 35) 
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Commercial session at Transfilm-Caravel brings off-camera voice .. . 


Cumulative 
Units Totals 
l- 5 $95 (min. block buy) $ 95 
6- 10 @ $8 per pop. unit 135 
1l- 20 @ $5 per pop. unit 185 
21- 25 @ $3 per pop. unit 200 
26-100 @ $1.25 per pop. unit 293.75 
101-175 @ $1.20 per pop. unit 383.75 
175-up @ $ .25 per pop. unit No max. 


New York, Chicago and Los An- 
geles are singled out for special treat- 
ment. Talent payment for use of a 
commercial for 13 weeks in any one 
city consists of a flat $200, with ad- 
ditional population units charged for 
at $1.25 each. Use of any two of the 
country’s three top markets costs 
$312, with additional units at $.25 
each. All three cities cost $345, with 
additional units at the same $.25. 


talent, $373 


The formulae for on-camera princi- 
pals, off-camera principals, on-camera 
groups and other classifications are in 
themselves no more intricate than 
those of previous contracts that were 
based on the number of cities in 
which spots were shown. Five classi- 
fications—C, one to five cities; B, 
six to 20; A, 21-60; AA, 61-125, and 
AAA, over 125—were used, with 
New York counting as 11 cities and 
Los Angeles and Chicago each count- 
ing as seven cities. Additionally, any 
of the three major markets consti- 
tuted Class A and all three com- 
prised class AA. A flat rate estab- 
lished for each class meant, for ex- 
ample, that an advertiser using spots 
in 124 markets paid the same talent 
fee as one using 62 markets. 


Under the new system, every mar- 
ket used is paid for—and those not 
used are not paid for, an arrange- 
ment that appears equitable to all con- 
cerned. On the matter of actual cost, 
however, the size and percentage of 
total budget involved can vary widely 
from advertiser to advertiser. 

SAG’s view of the new vs: old pay- 
ments appears in the graph on page 
23. TV AGE below computes the 13- 
weeks-use amount now paid a single 
on-camera performer in a spot used 
in the top 100 markets at $373 ($345 
for New York, Chicago and Los 
Angeles, plus 24 units for the nine 
multiple-unit cities and an additional 
88 units for the remaining markets at 
$.25 each). Compared to the $220 
the same performers would have been 


Use-Cost Comparison—Top 100 Markets 


prime 20-second commercial time cost, $22,793 


prime 20-second commercial time cost, $26,949 


Talent cost is for one on-camera performer payment for 13 weeks’ use. 
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F" those who want to be the life 
of the party or the scourge of a 
crash meeting, TELEVISION AGE pre- 
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. and very-much-on-camera lass salary hikes under new contracts 


day per actor is usually only a frac- 
tion of the finished commercial’s 


Example 2. A northern food ad- 
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1958 or 1961 represents roughly one 
per cent of the total. 

Cost of producing a television com- 
mercial can vary from a few thou- 
sand dollars to $15-20,000, depending 
on how ambitious the advertiser and 
agency want to be. SAG’s base-pay 
per-day contract now gives an on- 
camera principal $95, as compared to 
last year’s $80, an off-camera princi- 
pal $70, as compared to the previous 
$55, with similar increases for groups 


and performers in other classifica- 
tions. Again, the $15-25 increase per 


ket, and a commercial featuring two 
principals on camera and two off- 
camera. 

Last year the talent payments 
would have totaled $860 at minimum 
rates ($260 for each on-camera 
actor, $170 for each off-camera 
voice). In 1961 the total would be 
$1,283.50 ($383.75 for each of the 
two actors on camera and $258 
apiece for the two off-camera voices) . 
Time costs for the entire schedule of 
commercials are roughly figured at 
$756,000 at current rates. 


Before the new contracts, the total 
talent payment for 13 weeks’ use of 
the commercial would have been 
$975. (The breakdown—$170 each 
for the four on-camera principals, 
$105 for the off-camera narrator and 
$47.50 each for the group.) Today 
the same performers would get 
$1,286.60 (at $220 per on-camera 
principal, $141 for off-camera voice 
and $66.40 for each of the group 
singers). 

Example 4. A southern food firm, 
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Don’t pan while I dolly. 





Let’s sift the rubble; maybe we'll 
find one that didn’t explode. 







Too fat for the Volkswagen. 


(“Quit changing the subject.”) (“Our budget can’t swing a 10-piece 


(“If we take this campaign apart orchestra for a lousy press party. 
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A clutch of cliches 


Or, a plethora of platitudes, 
without which grey-flanneled obscurantism 


couldn’t exist 








FF" those who want to be the life 
of the party or the scourge of a 
crash meeting, TELEVISION AGE pre- 
sents herewith some nifty brand-new 
phrases to fit any occasion. Their use 
is practically guaranteed to perpetu- 
ate the Madison Avenue legend .. . 


Ratile the knob again; there 


must be somebody home. 


(“Now if we can just come up with 
something more tobacco-like than a 


tobacco filter. . . .”) 


And what does your fortune 


cookie say? 


(“If you don’t think my idea will 
work, just say so. I don’t want any- 
one agreeing with me just because 
I’m executive vice president of this 


agency.” ) 


A tall tower but no signal. 


(“Poor Hennessy—he’s so impressive 
at meetings until he opens his 
mouth.” ) 





Out fiddling with Nero. 


(“Oh, these visiting station man- 


agers!”’) 











Don’t pan while I dolly. 


(“Quit changing the subject.”) 





Put 


oyster, Charlie. 


the 


your pearl back in 


(“Nice try. Better luck next time.”) 


Let’s put down the top and see if 


it rains. 


(“I wonder if our timing is right— 
bringing up an idea for a tv quiz 
show now?”) 


Okay, if you don’t zoom it. 


(“A first glance, 
George, but it falls apart close up.”) 


sound idea at 


Iv?'s a Lemmy. 


(“It’s a so-so show—not quite a 
lemon, not quite an Emmy.”) 


Better take a sounding—I! think 
we’re on the shoals. 
for an MR 


probe-in-depth to justify our fail- 
ure?”’) 


(“Isn’t it about time 


Let’s sift the rubble; maybe we'll 
find one that didn’t explode. 


(“If we take this campaign apart 
and find out why it bombed, perhaps 
we can by-pass the same mistakes 
next time.”) 


We need action and you keep 
bringing in stills. 


(“For heaven sake, 


with it!”) 


Harvey, get 


Mating season. 


(“The agencies are starting to merge 
again.” ) 


Let’s put it under the ultra-violet 
and see if it’s real Picasso. 


(“Some of these items on Roger’s 
expense account look pretty. fishy. 
Any way to check them?”) 


Key West snow tire. 


(“That’s just about the most im- 
practical suggestion I ever heard.”) 


Let’s sharpen our runners and 


scratch up the ice. 


(“The way I hear it, this is our last 
chance to save this account.” ) 


Just taxi around until you hear 
from the tower. 


(“Not a word to the trade press until 


you clear through public relations.” ) 


Time to hang out a bigger sign. 


(“This merger isn’t because we need 
their billings; it’s just that our firm 
name’s too short for a good corporate 
image.” ) 


Too fat for the Volkswagen. 
(“Our budget can’t swing a 10-piece 


orchestra for a lousy press party. 
Think smaller, Warren.” ) 


Don’t start the countdown until 
the monkeys are aboard. 


(“We want this to be a well-coordi- 
nated campaign—marketing-wise and 
advertising-wise. So don’t 
jump the gun.”) 


anyone 


The scouts are back. 


(“Gentlemen, here is the first re- 
port on our spot campaign from the 
Minneapolis-St. Paul market.” ) 





albatross 


Here’s another for 


around your neck. 
(“You think you’ve had troubles up 


to now with this show? Well, brace 
yourself for this one. . . .”) 


Superimposition. 


(“If the rest of this account group 
can work right through the night, 
Miss Ribstock, so can you.”) 
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We're shaking martinis again. 


(“We're doing everything wrong, as 
usual.” ) 











There he goes—swimming the 
mirage again. 


Wilson—he 


have left the mailroom for media.” ) 


(“Poor should never 


A broom to fly high on. 


(“The client ad manager’s son had 
a hand in writing this commercial, 
so let’s not question it. Just assume 
that it’s great.”) 


Fall-out from the last blast. 


(“I'd like to embellish a little on that 
wonderful idea you tossed in awhile 
back, chief.”) 


Prestige performance. 


(“Don’t bring up his ratings. My 


mother-in-law watches him _reli- 


giously.”’) 
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Let’s enter it anyhow just to 
watch it come stumbling out of 
the gate. 


(“Granted, it isn’t much of an idea, 
but what can we lose trying it?”) 


bother 
wheels; there’s no strip down 


Den’t lowering your 


there. 


(“Nobody’s listening to you anyway, 
” 
so save your breath.”) 


Once more around the trap line 
before we head for the trading 
post. 


(“Better check this list of avails 
again, Harold, before we take it in 


to the client.”’) 





Another martyr for the lions. 


(“This storyboard idea hit me in the 
shower this morning, but you guys'll 
probably tear it to pieces the way 
you always do.”) - 
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Spin her too fast and out pops 
the jewel in her navel. 

(“If we try to rush this through, the 
client ad manager’ll back off, and 
then we'll have to start scratching for 


a new idea.”’) 


Winter on the Volga. 


(“Well. 


butter account.” ) 


there went our bread-and- 


The ticket reads South Salem, 
but you'll never get out of Grand 
Central. 

(“Sure, it’s a fine idea, but you know 
they'll never okay it.”) 


Let’s throw it on the compost 
pile and see if it rots. 

(“I don’t think this market-research 
report is quite what they want to 
Better 


maybe some new figures will come 


read right now. wait and 


m. } 





Ready acceptance of vogue words seems to some people the sign of an alert mind 
—H. W. Fowler 








Sic transit... 


(“I like living in Westport, but the 
commuting is nauseating.” ) 


Let’s bring in the exterminaters 


and see what runs under the 


sink. 


(“I’ve called in some efficiency ex- 
perts; now we'll find out who’s drag- 
ging their feet in this organization.” ) 


Locked in a Brooks Bros. fitting 
room, 
(“Hello, dear. Sorry, but I missed 


the last train and will have to stay 
in town tonight.”) 








A couple more barks and we'll 


tree it. 


(“I agree it looks as if we haven’t 
made much progress setting up the 
station list, Mr. Grimshaw, but we’re 
closer to completion than you think.” ) 


My dog won’t eat cat food. 


(“Your product copy simply won’t 
appeal to our consumers, Maurice.” ) 





Even our horses wear Stetsons. 


(“We've got the best damn western 


on any tv network.”) 


Paper thunderbolt. 


(“That memo on long lunches hit 


me where it hurts.”’) 


Let’s shoot it back to opticals for 


a wipe. 


(“Not bad as far as it goes, but you 
really haven’t thought it through, 
Harris. I'd say it needs something.” ) 


I?’s a Dr. Kildare house call. 


(“Look, he’s not wearing a white 
coat or stethoscope; he’s just an 
actor reporting what doctors say. So 


what can the FTC do to us?”) 
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New tv frontier? 


National events 
translated into local terms 
bring problems, rewards 


for Corinthian newsmen 








KHOL 


I it possible, from a dollars-and- 
cents point of view, for a local 
television station to bridge the enor- 
mous gap between a major national 
news event and the immediate needs 
and enthusiasms of its community? 
That is, can historic occasions, such 
as the recent Inaugural (more than 
adequately covered by 
works), be presented in a new and 


three _net- 


more meaningful way on a purely 
local level? 

These questions, it appears, can be 
answered in the affirmative: it is not 
high expenditures which guarantee 
success, but careful pre-planning. 

This conclusion emerges from the 
experience of the Corinthian Broad- 
casting Corp. in its coverage of the 
1960 Presidential conventions and in 
its five stations’ Inauguration project, 
titled The New Era—What It Means. 

Although other stations went to 
Washington for Inaugural Day, the 
five Corinthian tv stations were the 
only ones in the country to develop 
a theme for a thorough 10-day pre- 
Inaugural round of interviews inter- 
preting the political and other far- 
reaching meanings of the New Fron- 
tier for their viewers. 

The benefits for the Corinthian 
stations (KHOU-T\ 
Houston, KoTv Tulsa, KXTV Sacra- 


group and _ its 


mento, WISH-TV Indianapolis, 
WANE-TV Fort Wayne) : 

@ Heightened programming ex- 
citement for their viewers from a 
week’s schedule that included a pan- 
oramic view of Inaugural Week, from 
behind-the-scenes _ political 
through probing interviews to on-the- 


analysis 


spot social and fashion highlights. 

e@ Added stature for the stations’ 
news operations, and viewer identi- 
fication of the local newscasters with 
the national political scene. 

@ Prestige and recognition for the 
stations’ news teams from the politi- 
cal leaders of their own states and 
communities at the scene of the his- 
toric events. The relationship between 
each of the five stations’ news teams 


and their own state Governor, Sena- 
tors and other key leaders takes on 
a different dimension in Washington, 
where these tv stations frequently 
represented the only link for the 
political figures with “the home folk.” 

@ An unusual week’s sponsorship 
opportunities for national and/or re- 
gional advertisers who can, through 
such projects, sponsor a major his- 
toric event of national import, yet 
enhance their local market identifica- 
tion at the same time. 


Both in the, case of their conven- 
tion coverage and Inaugural Week 
project, the secret ingredients for 
making these national-event report- 


ages and interpretations successful 
for the five Corinthian stations were 
the following, according to executives 
of the station group: 


Petersmeyer. 

2. Development of an editorial ap- 
proach and theme as a framework for 
the interpretive political tv coverage. 
For their Inauguration Week cover- 
age the news teams from the five 
Corinthian stations set out to answer 
the question: “What will the New 
Frontier mean to our community, 
our state, our geographic region?” 

From this premise, all planned in- 
terviews, on-the-spot interviews, anal- 
yses and reports were designed to 
answer this question in terms of 
viewer interest in Texas, Oklahoma, 
California and Indiana. 

3. Viewing of the entire station 
and its schedule as the reporting in- 
strument, rather than aiming for one 
single program. With sufficient ad- 
vance planning, each station’s news 


Grist for the coverage mill at Johnson-Rayburn reception 


1. Non-duplication of the coverage 
of network news operations. During 
Inaugural Week this network cover- 
age was limited principally to report- 
ing such on-the-spot news as the 
Inauguration itself, the parade and 
the Inaugural Ball (or rather, one of 
the five balls). 

Scheduled major news events like 
an Inauguration have in the past 
tended to be the almost exclusive do- 
main of the network news operation,” 
notes Corinthian president C. Wrede 


KHOU-TV’s Dan Rather symbolizes Corinthian’s “New Era” 


team (the newscaster and a camera- 
man) found a riches of material, 
ranging from political coverage to 
fashion notes, which could be—and 
were—appropriately fitted into the 
entire day and night schedule of the 
station. 

For instance, WANE-TV planned 
special Washington-originated inter- 
views with Indiana Senators, Con- 
gressmen, Cabinet members, Gover- 
nor and other leading personalties 


(Continued on page 46) 
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Does 
the client talk 


to himself? 


James Witherell is executive director 
of the Institute for Advertising Re- 
search, Chicago firm which special- 
izes in evaluating all areas of com- 
munications effectiveness. Mr. With- 
erell established the Institute with 
the cooperation of Social Research, 
Inc., leading motivational research 
company under Dr. Burleigh Gard- 
ner. During more than 20 years in 
the advertising field, Mr. Witherell 
has been active in all phases of the 
business—market research, media, 
copy direction, planning, television 
and radio production. Recently he 
completed three-and-a-half years of 
study at the University of Chicago in 
the social sciences. 


Dd’ the clinical commercials used 
generally to sell drug products 
indicate these advertisers regard a 
large part of the television viewing 
audience as hypochondriacs? Are the 
cartoon characters featured in soap 
and detergent ads a sign they feel it 
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is impossible to win the viewer's at- 
tention with a straightforward ap- 
peal? 

What does the advertiser think of 
his audience? Here are some extreme 
and diverse personality descriptions 
of the consumer as seen through the 
advertiser’s commercials, re-created 
from our studies of current adver- 
tising: 

1. The viewer is virtually impervi- 
ous and must be hit over the head 
with a hammer. 

2. He is as profoundly interested 
in the product as the manufacturer 
himself. 

3. He is uninterested in factual 
material and must be entertained at 
any cost. 

4. He is dull-witted and must be 
approached on one level only. 

5. He is an intellectual giant who 
can comprehend innumerable subtle- 
ties in an ad. 

6. He must be bombarded with all 
the facts at once. 


og 




















sensitive, 


7. He has 


extremely 
easily wounded feelings. 

8. He will not respond to unusual 
presentations. 

9. He must be relaxed and amused 
rather than stimulated. 

10. He is only interested in find- 
ing out about the product, not the 
company. 

Certainly, all of these personality 
types do exist and, in specific cases, 
they define the grouping that a par- 
ticular advertiser may wish to reach. 
The problem, as we see it, relates 
to those commercials, campaigns or 
tv programs that define their audi- 
ence in an unrealistic, narrow or re- 
stricted fashion. 

As a result, an important segment 
of potential consumers may be ex- 
cluded, or, an even greater risk, the 
selected audience group may be by- 
passed by the communication. 

A chief cause of this misapprehen- 
sion, shared by programming direc- 


tors as well as advertisers in all 











... oris he just mumbling? A discussion of automorphism and related phenomena 


fields, is a tendency to regard the 
consumer too narrowly as a stereo- 
type. Often the stereotyped idea is an 
extension of the advertiser’s or pro- 
ducer’s personal outlook on life and 


business. 
Costly Misreading 


Since the misreading of the public 
mind amounts to mismanagement of 
advertising dollars—or programming 
funds—the television expert must at- 
tempt to step through the small 
screen to get to know the audience 
beyond. 

He must realize, for example, that 
his misconceptions of the consumer 
as an insensible person who must 
have each point hammered home will 
perhaps give his advertising a nega- 
tive effect. Rather than driving home 
the message, the graphically pound- 


ing hammers of headache-remedy 
commercials succeed only in driving 
the less healthy-conscious consumer 


from the room. 


BY JAMES 


On the other hand, the advertiser 
cannot expect the detached viewer to 
share his wholehearted enthusiasm 
for the product. Instead, he must de- 
liberately create interest in the com- 
mercial to involve his audience. 

While amusing gimmicks or themes 
constitute one way of capturing at- 
tention, they may not always be 
effective. In fact, the successful amus- 
ing ad is probably the most difficult 
to execute. The gimmick, for ex- 
ample, might be entertaining but not 
informative, thus the consumer is apt 
to overlook the serious intent of the 
advertising message. Or it might fail 
completely by making the product 
appear silly. 
alike 


feel the viewer must be addressed in 


Advertisers and networks 
one context or on one level. Con- 
vinced that grey areas are dangerous 
ground, the sponsor stays well inside 
the fully charted black-and-white 
territories. This, of course, simplifies 
his advertising decisions. 


WITHERELL 


However, it is interesting to note 
that some of the successful current 
programs portray their themes on a 
Maverick 


may be considered either a serious 


dual level: for example, 


western drama or a broad satire on 
the entire western theme, depending 
on the viewer’s outlook. 

It is also a serious misconception 
to believe the casual viewer is capa- 
ble of drawing rich, full impressions 
from understated or whimsical ads. 
On the contrary, responsible adver- 
tisers should take pains to make 
clear the advantages of their prod- 
ucts. 

There is always the temptation to 
go to the other extreme and bombard 
the consumer with facts, cramming 
everything into a two-minute com- 
mercial. After all, the advertiser is 
paying a large sum for the right to 
tell his story, and he wants to be 
sure to cover all details. However, 
he will be safer and more successful 


(Continued on page 73) 
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Circuit to prestige 


Union Electric brings 
light in more than 
one way to St. Louis 
and enhances its 


community standing 


i reviewing the types of television 

programming available for spon- 
sorship, public-utility companies must 
consider the unique aspects of their 
business which they want to project 
to the public. The aim of their ad- 
vertising is not so much to make a 
direct sale, but to explain their serv- 
ice to the community and to inform 
the people of policy and procedures 
which make up that service. In choos- 
ing television as the medium to de- 
liver their message, the majority of 
public utilities look for prestige pro- 
grams and dignified means of com- 
municating with their viewers and 
customers. 

The Union Electric Co. in St. Louis 


has hit upon what it considers an 
ideal vehicle with its sponsorship of 
a series of 60-minute local spectacu- 
lars depicting various aspects of St. 
Louis life. Walter G. Heren, director 
of advertising and public relations at 
Union Electric, explained the com- 
pany’s reasoning behind the choice of 
this type of program: “We decided 
that local specials offered us more of 
the values we look for at Union Elec- 
tric. Our programs are unusual, one 
of a kind. This gives them a prestige 
which sets them apart from week-in, 
week-out programming. By using 
stars such as Vincent Price, Earl 
Wrightson, Peggy King and others, 
we create public interest in our shows 
and generate publicity for them and 
the company which would be hard to 
achieve with any other kind of pro- 
gram.” 

The first three shows sponsored by 
Union Electric were titled Alone in 
Its Greatness, on the contribution to 
the community of the St. Louis 
Municipal Opera; To St. Louis With 


Music, on the musical history of the 


city, and St. Louis in 1985, a whimsi- 
cal look at St. Louis of the future, 
using stills and film clips. The pro- 
grams were presented over KMOX-TV 
last year on June 3, Oct. 19 and Dec. 
27, respectively, and were shown in 
prime evening time. Host for all three 
was former St. Louisan Vincent Price, 
and a star cast was assembled for 
each. 

The response to the specials has 
encouraged Union Electric, with its 
agency, Gardner Advertising, to con- 
tinue with the same format for its 
television efforts. The company, as 
well as the station, received many 
letters and phone calls expressing ap- 
preciation for the spectaculars and in 
particular for airing them at a time 
early enough (7:30-8:30 p.m. for the 
last two, 9-10 p.m. for the first) for 
children to watch. Statistically, too, 
the results were gratifying to the com- 
pany: the last show, St. Louis in 
1985, earned an average rating dur- 
ing the hour of 21.0 and a 40-per- 
cent share of audience (ARB) against 

(Continued on page 74) 





Vincent Price, Mimi Benzell, Earl Wrightson salute the St. Louis Municipal Opera 
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Equity (Continued from page 25) 


using alternate-week sponsorship of 
a syndicated program in about 25 
markets. One or two one-minute com- 
mercials per week, each with one on- 
camera performer and one off-camera 
voice. 

Under the “program commercials” 
section of the previous SAG code, 
each of the on-camera actors would 
get $80 for the first use of the film 
and $55 for each subsequent use. The 
off-camera performers would receive 
$55 for a first use and $42.50 for 
following showings. On a maijor- 
minor basis, guarantee of 13 uses in 
13 weeks would mean payment to the 
on-camera talent of $580 and to the 
off-camera actor $425. 

The current contract calls for a 
sliding scale for principals, both on 
and off camera, with an on-camera 
performer getting $95 for one show- 
ing, $70 apiece for two, $60 apiece 
for three, and so on within a 13-week 
cycle. The scale-for off-camera prin- 
cipals starts at $70, then is $55 each, 
$48, etc. A guaranteed 13 uses in 13 
weeks costs $615 for an on-camera 
performer, $485 for one off-camera. 
Time costs for the advertiser’s group 
of markets are approximately $130,- 
000 for 13 programs. 


Variable Factors 


If these four typical cases prove 
anything, it is that there undeniably 
are increased talent costs to be met 
by the national, regional and local 
advertiser. Reports have circulated 
that the larger user of the medium 
will usually come out better on the 
performer raises than smaller clients, 
but it must be noted that too much 
depends on the size of the markets 
used, the number of markets used and 
the scope of the commercial itself to 
make any generalizations. 

The matter of “minimum” fees also 
must be taken into account. Few per- 
formers work at scale if they have 
experience or are in high demand. 
Both their initial performance fees 
and subsequent use-payments are 
often a matter of negotiation. 


While it appears safe enough to 
say there are increased costs to be 


met in any kind of spot campaign, a 
fluke appears in the case of a regional 
advertiser using, say, six or seven 
small markets. Under the previous 
SAG contract, an on-camera principal 
would have been paid the Class B 
(six to 20 cities) rate of $125 for 
13 weeks’ use. Under the new “unit” 
formula, such a performer is paid 
$95, plus $8 for each unit up to a 
total of 10—meaning he gets $95 for 
five cities, $103 for six, $111 for 
seven and $119 for eight, all lower 
rates than last year’s. 


Unlimited Categories 


What is implied is that virtually 
every advertiser's program is differ- 
ent and must be analyzed carefully 
in order to determine how much 
more money is now involved than 
previously. Stanley Plesent, Young & 
Rubicam, Inc., legal aide who headed 
the 10-agency group of “observers” 
at the negotiations, points out that 
the spot-compensation section of the 
former SAG contract had five cate- 
gories and a rate of payment for 
each. “Under the unit system,” he 
says, “there is an unlimited number 
of categories and a different payment 
for each. While it’s not more compli- 
cated after the initial look, it does 
mean greater attention will have to 
be paid to detail and planning.” 

The problem of taking care in pre- 
planning sessions was commented on 
by an AFTRA spokesman who felt 
the union had been “perhaps gener- 
ous” in its agreements on network 
programming in live and tape cate- 
gories. While performers’ minimum 
rates were hiked fractionally, most 
of the changes fought for were in the 
rehearsal area. Among the examples: 
previously an actor could be re- 
hearsed any four days within a nine- 
day span—now he can rehearse only 
three days (without extra-day pay), 
and the periods must be consecutive; 
talent must be paid for the half-hour 
before show time, a period formerly 
considered “free”; and the number 
of rehearsal hours for group dancers 
for a one-hour show was reduced 
from 32 to 30. 

Admittedly interested in bringing 
more live programming back to the 
east coast, AFTRA feels its amiability 


on points such as these will not bring 
about greatly increased costs. “If the 
networks take a little more care,” it 
was said, “to work out beforehand 
when and where they need people, 
and for how long, their costs won't 
be overly affected.” 

On one of the large variety shows 
put together in the east, a production 
worker stated, “It’s not the budget 
so much that is bothering us. It’s the 
fine points we have to worry about, 
and the talent gets more finicky about 
their ‘rights’ all the time.” 

Network programming, Stan Ples- 
ent remarked, took a back-seat to 
spot in the bargaining for the second 
straight session. “It was in the spot 
area that both unions concentrated 
their attack, and we feel the agency 
‘advisers’ deserve much credit in pro- 
viding facts and figures to keep the 
increases as low as possible. The ad- 
vertisers and agencies gained some 
improvements, too, it must be re- 
membered. While we don’t feel they 
equal the benefits to the unions, they 
are helpful.” 


Contract Disparities 

Enumerating the gains for “our 
side,” the Y&R executive noted that a 
lower rate for groups had been ob- 
tained, with group members formerly 
coming under the individual-per- 
former rates. The fact that SAG and 
AFTRA rates for film and tape com- 
mercials are now similar, and that 
both unions’ contracts cover a three- 
year period, is also expected to be of 
value. “There are still disparities be- 
tween the two contracts,” Mr. Plesent 
said, “but there were wider ones 
previously.” While noting that the 
recently concluded negotiations were 
“abnormal” in many ways, he ex- 
pressed an optimistic outlook for 
future bargaining sessions. “We have 
eliminated the matter of one union 
playing against the other,” he noted, 
“and have shown that an agreement 
can be reached without a costly 
strike.” 

Questioned as to the actual effect 
of the new codes on the tv industry, 
Mr. Plesent reinforced the idea that 
“everything is up to the individual ad- 
vertiser.” Some companies, he said, 
can take an increase in stride, while 
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others may not be able to—or may 
not want to. The company’s size itself 
is not important, he felt. “It’s whether 
or not a cost rise puts the client over 
that ‘last dollar’ that he will not 
spend. Many say it will . . . others 
talk of cutting costs elsewhere. To 
a number of advertisers, actors are 
not absolute necessities, such as a 
cameraman or electrician.” 

Will manufacturers and agencies 
rush to overseas production in order 
to avoid talent costs of several hun- 
dred or several thousand dollars 
more? 


Producer Attitude 


The attitude of a consensus of com- 
mercial producers was that talent 
costs alone will not have a noticeable 
effect. “There is already a growing 
trend toward production in Europe, 
Mexico, Japan and other areas,” said 
one major-company official in the 
field. “Naturally, every price increase 
here accelerates the trend if it just 
causes one agency to investigate the 
situation overseas. The saving virtue 
in the past has been that quality here 
is much better than that elsewhere, 
but now they’re getting improved 
equipment and the education of ex- 
perience in the other countries. Take 
animation, for instance—it’s $80 a 
foot in New York and $11 in Japan. 
Even if the quality is inferior, some 
companies are going to settle for the 
lower price. What is needed is a union 
seal on all films and an industry 
agreement that stations won’t play 
foreign-made films—or will play 
them only if some kind of compensa- 
tion is made.” 

On the question of heightened 
talent costs turning more advertisers 
to animation, a spokesman for the 
New York 


doubted the new costs would make 


Screen Cartoonists in 


much difference to the animation in- 
dustry. “First of all,” he said, “you 
still need voices in most commercials, 
and that means live talent which must 
be paid at the new rates. Secondly, 
animation work on both coasts—ex- 





cept for the tv features—is extremely 
poor right now and has been since 
last fall. Animation costs are much 
higher than live-action filming to 


(Continued on page 73) 








Film Report 





IT ARRIVES 

In the teeth of a January blizzard, 
the New York rail strike and some 
lowbrow skepticism, Walter Reade 
Jr., president of the firm bearing his 
name, unloosed a package of un- 
usual tv tidings in the side room of 
Sardi’s East. The Reade entertain- 
ment group, best known for its un- 
canny knack for co-producing and 
distributing foreign films of the 
calibre of General della Rovere and 
Room at the Top, has put together 
a triple-threat package consisting of 
“Golden Time,” a series of 39 half- 
hour animated cartoon shows based 
on the library of Golden Books and 
Golden Records; “International 
Playhouse,” a series of 13 big-name, 
90-minute dramas taped in England, 
and “Continental Feature Films,” a 
selection of post-54 films from the 
library of Continental Distributing. 
Inc., all 13 for fall °61 tv release. 

To handle the three packages, a 
new company, Intercontinental Tele- 
vision, Inc. (IT), has been formed 
under Continental Distributing, Inc., 
which is an affiliate of the Walter 
Reade group. Commenting on the 
new company, Mr. Reade said that 
his group's “successful experience as 
distributors of specialized films has 
proven to us that there is a large and 
ever-increasing, discerning audience 
which appreciates a calibre of enter- 
tainment that is not patronizing. 
Therefore, in gearing Interconti- 
nental Television to this same quality 
level, we feel that we can make as 
important a contribution to the tv 
medium as we have to the motion- 
picture field.” 

Mr. Reade will be chairman of 
the board of the new company. 
Irving Wormser, president of Con- 
tinental Distributing, will become 
president, and John Leo, formerly 
with Ziv-UA, will be vice president 
and general sales manager. 

The Golden Time package is being 
produced specifically for IT in coop- 
eration with Fremantle International. 
Edward Cullen, formerly head of 
UPA Productions in New York, will 





Top officers of Intercontinental Television, Inc., newly formed subsidiary of 
the Walter Reade group, are left to right: Walter Reade Jr., chairman of the 
board; Irving Wormser, president, and John Leo, vice president and general 
sales manager. 


be executive producer. A pilot is 
near completion. Each show will 
consist of four five-minute snips— 
one story, one science, one music 
(Mitch Miller, director) and one 
American history. To bridge the 
segments, two central characters will 
be employed. Mr. Leo hopes to sell 
the series into the 5-8 p.m. time slot. 

“International Playhouse,” which 
is being taped by ITV in England 
under the title Play of the Week, 
includes such titles as The Trap, 
Two Wise Virgins of Hove and 
Lucky Strike, and carries such stars 
as Laurence Harvey, Louis Jourdan 
and John Ireland. All 13 of the 
dramas (nine are already in the can) 
are being produced by John Woolf, 
whose credits include Room at the 
Top, Beat the Devil, | Am a Camera 
and African Queen. 

Continental Feature Films will in- 
clude in the wrap-up such foreign 
favorites as A Man Escaped and 
Girls of the Night and a roster 
of vedettes—Jean Gabin, Gerard 
Philipe, Nicole Berger, Michael Red- 
grave and others. Most of the films 
will be dubbed. 

Mr. Reade noted that his group’s 
only previous experience in tv had 
been with a uhf station, “and that 
was a failure.” But he added that the 
enterprise was inspired by Conti- 
nental Distributing’s great success 


with quality films during most of a 
decade. “We expect to exercise the 
same good judgment in television as 
we have already proven in movies,” 
he said, emphasizing further that he 
considered the new company’s great- 
est asset to be the acumen of its per- 
sonnel. Mr. Reade also noted that 
his group had “found the formula 
and freedom of films abroad a little 
more exciting than here at home.” 

An associate of a bank connected 
with the enterprise, when asked his 
opinion of the emphasis on experi- 
mental art films, stated: “Well, 
there’s less experimentation in the 
sense that the values of these films 
are now better known and the tech- 
niques better established, but there 
is more experimentation in the sense 
that it costs more to produce them 
now than a few years ago. This en- 
tire market is changing.” 

The Reade group, which has al- 
ready experimented in co-production 
and financing of films here and 
abroad (the company owned 50 per 
cent of the Room at the Top nega- 
tive), hopes to extend this sphere of 
its operations concurrent with the 
activities of its new division, IT. 


PRODUCTION ... 

Rumors that Alan Jay Lerner is 
producing a tv series in Europe 
prove well-founded. The _ lyricist- 
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librettist of My Fair Lady and 
Camelot is serving as executive pro- 
ducer of a romantic comedy series 
titled Harry’s Girls. Plot concerns a 
song and dance man (Larry Blyden) 
who travels through Europe with 
“an act consisting of three American 
show girls.” The first three episodes 
have already been shot on the Ri- 
viera, and seven more scripts are 
being prepared by Joseph Stein. 
Ralph Levy is producer of the series, 
which will be filmed entirely in 
Europe, with the first films located 
in Rome and the Mediterranean area. 
The company will later move to 
Paris, London and Scandinavian 
locales. 

Counter-Intelligence Corps, the 
first tv series to be co-produced by 
a major studio (Desilu) and a major 
ad agency (McCann-Erickson), went 
before the cameras at Desilu-Culver 
on Feb. 1. The first 60-minute epi- 
sode is a two-parter, Teheran, writ- 
ten by Leonard Kantor. The series, 
with a story budget of at least 12 
more episodes, was created by Jos- 
eph Shaftel, who serves as executive 
producer. Desilu prexy Desi Arnaz 
says the project has been pledged 
full cooperation from the U.S. Gov- 
ernment in obtaining case histories 
from files of the CIA. 

Official Films, Inc., and Para- 
mount Pictures announce jointly 
that the latter has acquired exclusive 
world rights to tv use of the former’s 
10-million-foot-long newsreel library. 
Official will use the films, which 
span the years 1928 to 1958, for 
hour and half-hour documentaries 
and for the sale of stock footage. 

A new pilot, Keemar, the Invisible 
Boy, goes into production at Format 
Films, with Alan Zaslove direct- 
ing. . . . Wolper-Sterling Produc- 
tions’ The Biography of a Baseball 
Rookie goes to bat Feb. 20 at Vero 
Beach, Fla. Producer Mel Stuart 
directs the location sequences for 
the hour-long tv documentary. . . . 
Wolper-Sterling’s Man in Space: 
Part Il, henceforth to be known as 
Project: Man in Space, is in final 
stages of filming. 

“No commercials, no product 
plugs or puffs” are woven into the 
sports films being sent around to 
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about 100 tv sports editors a month 
by Newsfilm, Inc., an affiliate of 
Marathon International Productions, 
Inc. But since the first film, dealing 
with sailplaning, is sponsored by 
Volkswagen of America, and since 
nothing comes for nothing, some 
goodwill must be attached as a tab. 
The first film sits well, for all of that, 
and fulfills MIP’s promise that the 
films will have to stand on their own 
merits as straight sports features. 

As this issue crosses the stands 
(Feb. 6), viewers get their second 
look at a joint ABC-TV and Time, 
Inc., co-production, X-Pilot. Though 
few expect the film to measure up 
to Yanqui, No, the film, which treats 
of the test flights of Scott Crossfield 
in the X-15, promises to provide 
some interesting takes from a camera 
mounted in the belly of the mother 
ship. Bell & Howell sponsors. 

Light Time, the new tv advent 
of the National Lutheran Society, 
continues to wend its way forward 
with 65 stations showing the weekly 
show as of the beginning of the year. 
Producer Fred A. Niles of Chicago 
says production has passed the two- 
thirds mark with 22 episodes capped. 
The 65 stations include markets in 
Canada, Hawaii and Puerto Rico, 
with Australia the most likely can- 
didate as a next bet for the filmed 
series of 39 weeklies. 

In a snap switch, two stars who 
have been romping in the snow with 
the same sponsor will move their 
adventures to a sunnier clime start- 
ing Feb. 27 on NBC-TV. Ralph Tae- 
ger and James Coburn, who have 
been bugging each other on Klon- 
dike, will become adventure-loving 
buddies in Acapulco, which has be- 
gun filming on the Ziv-UA lot and 
southern locations. Ziv-UA produces 
both series. R. J. Reynolds sponsors 
via the William Esty Agency. Pro- 
duction has been arranged so the 
two stars move from one sound stage 
to start on the other all in a twin- 
kling. John Robinson has been 
named producer of Acapulco. 


COLUMBIA STOCK 

Sereen Gems, the prodigious off- 
spring of Columbia which has grown 
from a°$25,000-a-year business to a 
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$41-million gross in the year ending 
last June, shows signs of becoming 
a little bit independent of the parent 
company. At the annual stockhold- 
ers’ meeting of Columbia last month, 
it was acknowledged that 11 per cent 
of Screen Gems’ stock would be 
offered for sale to Columbia stock- 
holders as soon as the listing is ap- 
proved by the SEC. Although details 
of the offering were not available. 
it is believed that shares will have 
a value of $9 or $10. Screen Gems 
will bank close to $2 million from 
the sale. The cash assets are expected 
to end the situation in which Screen 
Gems has had to use Columbia as a 
co-signer when financing produc- 
tions. 


SALES .. 


Figures for the final quarter of 
1960 show Ziv-UA sales up 32 per 
cent over the same quarter of 1959. 
Over-all sales for the year topped 
1959 by 26 per cent. Though some 
of the increase was laid to adds on 
the station list, the bulk of the in- 
crease was attributed to a “quiet 
revolution in sales in the composi- 
tion of its clients.” Recent Ziv-UA 
shows have been taking to the air 
with over one-half of the sponsors 
either national or regional spenders. 

In nearly 40 top markets, includ- 
ing Chicago and New York, Ziv-UA 
has shows on every station in the 
area. The firm had 32 series being 
shown on seven channels weekly in 
the New York area. Syndication gave 
the company’s programs viewers in 
92 per cent of the nation’s 321 mar- 
kets and on 89.1 per cent of the 531 
commercial stations. 

Among the most popular Ziv-UA 
series launched last year is Miami 
Undercover. Lincoln-Mercury in Chi- 
cago and Texas State Optical in 
Texas have been added to the show’s 
sponsor list, making 102 stations 
already signed. 

A net loss of $1,342,037, the first 
since 1949, has been reported by 
Walt Disney Productions for the 
year ending Oct. 1, 1960. One key 
factor, according to Roy O. Disney. 
president of the company, was a 
decline of almost $5 million in tele- 
vision revenues. Total gross the past 





wo wm tc 


Va VS 


_- 





year was $46,409,572, as against 
$58,432,399 for the preceding annual 
period, when a net profit of $3,400,- 
228 was reported, 

Javelin Productions, division of 
Independent Television Corp., has 
sold its new production, The Na- 
tional Football League Presents, in 
38 markets in the first three weeks. 
The series consists of 26 hour-long 
edited re-plays of the NFL 1960 
games. 

Desilu’s Harrigan and Son has 
been renewed for 24 more episodes 
by Reynolds Metals. New York lo- 
cation filming began late last month. 
The ABC show now has sponsorship 
for 51 weeks. . . . Debbie Drake, a 
product of Banner Films, Inc., added 
21 markets to its roster in the last 
weeks of 1960. Big Time 
Wrestling, a one-hour video tape by 
Barnett-Doyle, sold to wj1m-Tv Lan- 
sing, Mich. 

The Seven Arts package of post- 
50 Warner films continues its sta- 
tion-to-station snowball. The addi- 
tions include: KTvU San Francisco, 
wsB-Tv Atlanta, WBRZ Baton Rouge, 
KPRC-TV Houston, KNOE-TV Monroe, 
KSLA-TV Shreveport, WDAU-TV Scran- 
ton, KELP-TV E] Paso, WKJG-TV Fort 
Wayne, KLFY-TV Lafayette, La. Forty 
of the films have been purchased by 
wTop-Tv Washington for showing 
on The Early Show, The Late Show, 
Ten-Thirty Theatre and other fea- 
ture-film programs. 


PEOPLE . 


William P. Andrews named vice 
president in charge of syndication of 
Independent Television Corp. Mr. 
Andrews, who was formerly General 





MR. ANDREWS 


sales manager of ITC, joined the 
company in 1958 as western division 
manager. 

George Gilbert named eastern di- 
vision account executive for United 
Artists Associated. A veteran of 
eight years in film sales, he was 
formerly with Flamingo Telefilms 
and Official Films. 

Norman Katz, who recently re- 
signed as director of foreign opera- 
tions for United Artists, has been 
appointed vice president in charge 
of foreign operations for Television 
Industries. Mr. Katz will handle 
world-wide distribution, except for 
the U.S., of the RKO feature motion- 
picture library and scout new prop- 
erties in the foreign market. He will 
also supervise 6verseas expansion of 
the company. 

Irving Wasserman has been elected 
to the board of directors of Sterling 
Television Co., Inc. . . . Clifford M. 





MR. WASSERMAN 


Kirtland, since 1957 the treasurer 
and comptroller of Transcontinental 
Television Corp., has been elected a 


vice president of the firm. 

Albert S. Goustin, formerly asso- 
ciated with Ziv-UA as eastern sales 
manager, returns to the organization 
as general manager of a newly insti- 
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MR. GOUSTIN 


tuted Special Plans Division. The 
new division will lay emphasis on 
special problems of clients and sta- 
tions as well as deal with a variety 
of film programs. Prior to rejoining 
Ziv-UA, Mr. Goustin was director 
of sales for Paramount tv produc- 
tions. 

Jack Goodford was named a vice 
president of Elektra Film Produc- 
tions, Inc. Mr. Goodford directed 
13 award-winning commercial films 
for Elektra in 1960. . . . Consul Film 
Corp., Hollywood, has announced 
the appointment of Paul Belanger 
as a vice president. He will be a 
staff producer. 

Earl Booth appointed story editor 
on MGM-TV’s Asphalt Jungle... . 
Television Personalities, Inc., has 
appointed three district managers: 
William Hooper for the east, Al W. 
Goodwin for the south, Frank L. 
Sheehan for the west. The company 
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the Mister 
series of five-minute tv cartoons and 
the Dick Tracy five-minute animated 


is syndicating Magoo 


cartoons. 

Herman Rush has been appointed 
vice president of GAC-TV Inc., affili- 
ate of General Artists Corp. Mr. 
Rush will be charged with develop- 
ment and sale of new programs for 
television. 

At the annual meeting of the stock- 
holders of Columbia Pictures all of 
the previous board of “directors was 
reelected. The board is comprised 
of A. Schneider, Leo M. Blancke, 
A. Montague, Donald S. Stralem, 
Alfred Hart, Abraham M. Sonna- 
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bend, Mendel B. Silberberg, Leo 
Jaffee and Samuel J. Briskin. The 
ratified a 
seven-year employment contract for 
Mr. Schneider, the president. 
Edward M. Hillie, general man- 
ager of Skelton Studios, has 
named to replace Charles Luftig as 


stockholders also new 


I yeen 


business administrator for Red Skel- 
ton and vice president of several 
Skelton companies. Mr. Luftig re- 
signed over reported policy differ- 
ences. 

ARTS has announced the appoint- 
ment of Henry Traiman as a vice 


Mr. 


serve as vice president and executive 


president. Traiman will also 


producer of Gerald Productions, 





MR. TRAIMAN 


Inc., the production division of the 
company. He has had 17 years in 
the motion-picture field in associa- 
tion with such companies as MGM, 
Paramount, Enterprise Productions, 


| RKO and IFE. 


PROGRAMS . 
MGM-TV’s dramatic series for 
NBC-TV, Cain’s Hundred, has begun 








filming at MGM. The hour-long 
series, created and produced by Paul 
Monash, is starring Mark Richman, 
who left a lead role in The Zoo 
Story to join the series. 

A pilot of an hour-long tv series. 
Sebastian, goes before the cameras 
this month for Television Enterprises 
Corp. the 
music, and Ted Post directs the pilot 
written by Frederick M. Frank. 

The shift continues to hour-long 


Dimitri Tiomkin does 


programs, with such shows as Gun- 
smoke and Tightrope switching to 
the full 60-minute count, keeping 
pace with new shows such as Gun- 
slinger and  Counter-Intelligence 
Corps. The majors—TCF-TV, War- 
ner Bros.. MGM-TV—and some of 
the larger tv production. companies, 
notably Screen Gems and Desilu, are 
investing especially heavily in the 
hour pilots. All this may just be co- 
incidence; beyond that, some see it 
as a “trend” that reflects advertiser 
disinterest in show identification in 
favor of multiple sponsorship and 
the belief that hour programming 
can steal a march on competition by 
holding its audience more easily. 
Mysterious note from the far west: 
“Wolper-Sterling Productions has 
obtained a rare collection of oldtime 
Hollywood stills from the historical 
photo archives of the Security-First 
National Bank, Los Angeles, for in- 
clusion in Hollywood: The Golden 
filmed which 
David L. Wolper is producing and 


Years, documentary 
directing.” 
Activity at the production centers: 
Desilu, Inc., has joined with CBS 
Films for the production ef a half- 
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hour pilot, Mister Doc, starring Dean 
Jagger; has formed a partnership 
with McCann-Erickson, its first ever 
with an advertising agency, for 
the hour-long Counter-Intelligence 
Corps; is producing a teen-age-cen- 
tered comedy, Sweet 16, and has had 
two of its current series, Harrigan 
and Son and Guestward Ho!, re- 
newed until fall. 

CBS Films, in addition to its 
aforementioned co-production with 
Desilu, has signed Ricardo Montal- 
ban for a comedy-adventure, The 
Rolling Stones. 

TCF-TV is producing a one-hour 
pilot of On The Riviera and a half- 
hour of The Ginger Rogers Show, 
both comedy dramas. 

Screen Gems has signed Jeanne 
Crain and John Vivyan to star in a 
new show, With Love and Kisses. 

MGM-TV’s comedy series, Father 
of the Bride, has started filming after 
a week of rehearsals on the Culver 
City lot. 

CBS-TV has- bought a new Bob 
Cummings show, Fasten Your Seat 
Belts, produced by Revue, and ex- 
pected to be pretty much in the line 
of the previous Cummings series; is 
preparing to film an hour adventure, 
Beach House, starring Keefe Bras- 
selle. 

Independently produced _ pilots: 
Column 8, dealing with a newspaper- 
man’s adventures, by RonCom Pro- 
ductions; The Colonel's Lady, com- 
edy starring Eve Arden, being pro- 
duced by Miss Arden in conjunction 
with Stanley Roberts; Coffee, Tea 
or Milk, airline-stewardess comedy 
starring Barbara Nichols, being 
piloted by Jack Webb; Skiddoo, 
comedy set in the Roaring ’20s, cre- 
ated by Dick Donner, with produc- 
tion by Blake Edwards; Miss 
Brewster's Millions, starring Helen 
Traubel, E. J. Rosenberg producing, 
and The Edgar Bergen Show, featur- 
ing Mr. Bergen and a cast of puppets 
in a combination animation-live- 
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20. Telephone Companies — 
48. Television & Radio Receivers —— 
39. Theatres —_—— 
37. Tires & Auto Accessories — 
12. Travel, Hotels & Resorts — 
32. Weight Control — 


PETTTT TE TTTET 





10. Hardware & Building Supplies —— 34. Women’s Specialty Shops 
ae eats ; ~ Position ——_— 
Company ——_— " a bi —— = 
CS ee — 

City — Zone ——_—_—_—_State-—_—_____ 


C) I enclose payment 


() Please enter my subscription for TELEVisION AGE, for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 
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action format, the production com- 
pany to be headed by Mr. Bergen, 
Bruce Eells and Bob Clampett. 

U.S.A., half-hour adventure series, 
is being readied for syndication by 
Bill Burrud Productions. Thirteen 
episodes are expected to be ready 
by early spring. 


COMMERCIAL CUES... 

Animation, Inc., has created a new 
character, Oglethorpe, who is being 
used in a series of spots being 
produced for Tootsie Rolls, the first 
time the company has had commer- 
cials produced on the west coast. 

A new technique, involving papier 
maché figures and stop motion, is 
being utilized by Film Fair in a new 
series of commercials being filmed 
for Max Factor (Carson-Roberts, Los 
Angeles) . 

Paul Belanger, formerly a CBS 
staff producer, has been named vice 
president and staff director of Consul 
Films. 

Bob Ellenz, tv commercials writer, 
has joined the staff of Fred A. Niles 
Productions. 

Judges of the Hollywood Adver- 
tising Club’s First International 
Broadcast Awards have selected 138 
finalists in 13 categories, the winners 
to be named at a banquet on Feb. 7. 
Foreign countries represented are 
Mexico, France, Australia and Eng- 
land, only the last placing finalists 
in several categories. While _live- 
action commercials produced a good 
nationwide cross-section of finalists, 
Hollywood companies predominate 
in animation spots. 


Film Commercials 


BANDELIER FILMS, INC. 


Completed: Rainbo Baking Co. (bread), 
G. F. Thomas; Carnation Co. (Morning 
milk), Harris & Love; Success Wax (wax 
products), Torobin; Hallmark Industries 
(Sea Shell hosiery dryer), Drake; Sun- 
shine Dairies (McArthur milk), Drake; 
Capital City Products Co. (Heart’s Desire 
margarine), Byer & Bowman. 


GRAY & O’REILLY 


In production: Gulf Oil (gasoline), Y&R; 
Bymart-Tintair Co. (Tintair), KHCC&A; 
General Cigar (White Owl), Y&R; 
Northam-Warren Corp. (Odorono), Elling- 
ton & Co.; Revere Copper (kitchen ware), 
Adams & Keyes. 


IMAGINATION, INC. 


Completed: Standard Oil (heating oil), 
BBDO; Sano Guard, Inc. (On Guard), 
Nor Cal; Pacific Sales Co. (Fruit Stik), 
Dawson & Turner; California Spray Chemi- 
cal Corp. (Ortho, Isotox), McCann-Erick- 
son; Alemite Co. of Northern California 
(Alemite), Roy S. Durstine, Inc.; Kilpat- 
rick Bakery (bread), Reinhardt; Lucky 
Lager Brewery (beer), McCann-Erickson; 
Pacific Telephone & Telegraph Co. (serv- 
ice), BBDO; Sunlite Bakeries (bread), 
BBDO; Golden Grain Macaroni Co. 
(Noodle Roni), McCann-Erickson. 

In production: San Francisco Examiner 
(newspaper), direct; City Transfer & Stor- 
age (Poly-Kleen), Sturges & Assoc. 


KEITZ & HERNDON 


Completed: Fort Worth National Bank 
(banking services), Glenn; TexaSweet 
Citrus, Inc. (grapefruit), Glenn; Humble 
Oil Co. (gasoline), McCann-Erickson. 

In production: Lone Star Gas Co. (gas 
appliances), EWR&R; Dr. Pepper Co. 
(soft drinks), Grant; Campbell Taggart 


Assoc. Bakeries (Rainbo, Vim, Contour, 
Trim), Bel-Art; Patterson Bakeries (Hol- 
sum bread), Rogers & Smith; Frito Co.., 


Inc. (Fritos), Tracy Locke. 


NATIONAL SCREEN 


Completed: Firestone Tire & Rubber Co. 
(tires) , Campbell-Ewald; Lever Bros. (Lux 
Liquid), JWT; Thomas Bread (date nut 











Al Stahl is an artist on the animation stand 
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loaf), MacManus, John & Adams; Savarin 
(coffee), FCB; Rubber Scrubber (sponge), 
Robt. M. Marks. 

In production: Firestone Tire & Rubber 
Co. (tires), Campbell-Ewald; Hassenfeld 
Bros. (toy), Grey Adv.; Chevrolet Motor 
Co., GM (automobiles), Campbell-Ewald; 
Laddie Boy (dog food), R. K. Manoff: 
Ballantine (beer & ale), William Esty. 


PINTOFF PRODUCTIONS 


Completed: American Cancer Society (pro- 
motional), direct; American Gas Co. (gas), 
Lennen & Newell; S. C. Johnson & Son 
(wax), B&B; General Electric - (vacuum 
cleaners), Y&R; Isodine Pharm. Co. (Iso- 
dine), Reach, McClinton; Standard Oil 
(Esso), McCann-Erickson; Singer Sewing 
Machine Co. (sewing machines), Y&R; 
U. S. Steel Corp. (steel), BBDO; Texaco, 
Inc. (Texaco), Cunningham & Walsh. 

In production: Minute Maid Corp. (orange 
juice), Ted Bates & Co.; American To- 
bacco Co. (Lucky Strikes), BBDO; Reyn- 
olds Metals Co. (aluminum packaging), 
Lennen & Newell; Kemper Insurance Co. 
(insurance), C. E. Frank; Burry Biscuit 
Corp. (Scooter pies), Weightman; National 
Guard (promotionals), FRC&H; Charles 
Pfizer Co. (Beam), Ted Gotthelf; Procter 
& Gamble (Charmin), B&B; Nestle Co. 
(Nestle), McCann-Erickson; Stahl-Meyer 
(Ferris Ham), Hicks & Greist. 


S. J. STIBER PRODUCTIONS 


In production: Advertising Council (Tri- 
Faith Appeal), FRC&H. 


TELEPIX 


Completed: Beaute-Vues (Life Lotion, 
Nutritonic), Hixson & Jorgensen; Natural 
Spray Starch (Beauty Quick starch), 
Edwin C. Dunas; Successors to Pridham 
Davis (optometry), Allied; Political Film, 
direct; Dip ’n Sip (flavor straws), Beck- 
man-Koblitz; Bourns Laboratories (Poten- 
tiometers), direct; Max Factor (perfumes, 
men’s toiletries), direct; Tahoe Co. 
(Christmas trees), General Adv.; Para- 
mount Savings & Loan (money), Frank- 
lin Assoc.; Office Equipment Inst. (busi- 
ness machines), Smalley & Brandt. 

In production: Fradelis Frozen Foods 
(frozen dinners) , Beckman-Koblitz; Plumb- 
ing Institute (plumbing services), Olen: 
Deft (wood finishes), Ad Larson; Landreth 
Industries (freight carliners), Zed Daniels. 


TV GRAPHICS 


National Biscuit Co. (Nabisco), K&E; 
Bristol Myers (Mum), DCS&S; Procter & 
Gamble (Crest), B&B; General Foods 
(Gravy Train), B&B. 

In production: Campbell Soup Co. (Camp- 
bell soup), BBDO; Procter & Gamble 
(Crest), B&B. 


WONDERLAND PRODUCTIONS 


In production: Vic Tanny, Inc. (gyms & 
health clubs), Jon Byk; Central Chevrolet 
(car dealer), Curtis-Sarver-Witzerman. 











WCRLD’S LARGEST 


STOCK FOOTAGE LIBRARY 


Columbia Pictures, Pathe News, 
and many others 
SHERMAN GRINBERG 
FILM LIBRARIES, INC. 
1438 N. Gower St., Hollywood 28, Calif., HO 4-749! 
245 W. 55th St., New York 19, N. Y. JU 6-8750 
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SPACE-AGE BENEFITS. The space 
age is still in its dawning stage, but 
already we are receiving some of its 
electronic benefits. One of the most 
interesting came to light recently with 
the activity in the shares of the Vector 
Manufacturing Co. on the over-the- 


counter market. 

Vector recently unveiled a radio 
cardiograph unit which permits a 
doctor to test a patient’s heart under 
normal working conditions rather than 
the traditional way of stretching him 
out on a table and doing it under 
completely relaxed and restful condi- 
tions. The new unit permits the heart 
action to be recorded in the doctor’s 
office while the patient is working 20 
miles away in an office or driving a 
bus. 

However, before the unit can be put 
into service the Federal Communica- 
tions Commission will have to award 
it special channels so that heartbeats 
don’t break into the middle of a cab 
driver's instructions from his home 
office. 


PLENTY OF TAKERS. There are 
any number of hypochondriacs who 
will fall in love with such a device and 
be ready to pay the $2,000 price tag 
for their own use and amusement, 
even without taking into consideration 
the 100,000 or more doctors and hos- 
pitals that might find it useful. More- 
over, it appears to be simply the first 
in a series of similar devices. Another, 
suitable for testing the brain under 
normal “working” conditions, is 
about to be marketed shortly. 

These developments are partially 
by-products of the man-in-space pro- 
gram. When an astronaut is finally 
launched into the outside world, it will 
be imperative that his heart, brain 
and other reactions are recorded and 
analyzed carefully. The ability to do 
so at distances of several hundred 
miles—or several thousand miles— 
between earth and outer space pio- 
neered the possibility of doing so at 
lesser distances—between a patient’s 
home and his doctor’s office. 


Vector Manufacturing Co. is a 





Wall Street Report 





young baby, having been incorporated 
in 1956 in Pennsylvania, with head- 
quarters 15 miles north of downtown 
Philadelphia. It is primarily involved 
in the development of radio-telemetry 
equipment and systems for use in 
space probes, satellites, rockets, nu- 
clear weapons and in the aircraft and 
missile field. When it started it had 
three employes, including the two 
founders, Stanley S. Wulc and Eman- 
uel Wolff. 


GROWING EARNINGS. 
has been expanding rapidly since 
then. In 1959 the company’s earnings 
totaled $213,000, or 28 cents per 
share, on a sales volume of $2,090,000. 
In 1960 it hit a volume of $2,860,000 
and had profits of $266,000, or 35 
cents per share. In 1961, on an antici- 
pated volume of $4.5 million, profits 


Its volume 


should hit in the range of 50 cents per 
share, and they might possibly go a 
little higher than that. 

This added volume is expected to 
come from the company’s expansion 
industrial 
market. Previously all volume was 
connected with the national defense 
effort. But the cardiographic unit is 
obviously aimed at the medical pro- 
fession, which has only an indirect 
relation to the national defense pro- 


into the commercial or 


gram. 

The company’s growth has been so 
rapid that it requires additional work- 
ing space, and it has purchased, with 
the proceeds of a stock sale last sum- 























mer, a manufacturing and research 
location for approximately $210,000. 
There are some 750,000 shares of 
common stock outstanding of which 
the management owns better than 52 
7,500 
shares held in reserve under stock- 


per cent, with an additional 
option plans. 

Vector is not paying any dividends, 
never has and holds out little promise 
of doing so until some time in the 
future. It is plowing all earnings back 
into the development of its products. 
The stock, which has been on the 
over-the-counter market for almost 
two years, has been moving in a range 
of $16-to-$24 per share after its first 
offering. Last month it was selling for 
$19 per share. 
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Jomes W. Blackburn 
Jack V. Harvey 
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Washington Building 
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H. W. Cassill 
Williom 8B. Ryan 

333 N. Michigon Ave 
Chicago, Iilinois 
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FINANCING AVAILABLE 


We are providing an increasing volume of 
financing for radio and television properties. 
Inquiries are held in the strictest confidence. 


BLACKBURN & Company, Inc. 


RADIO « TV * NEWSPAPER BROKERS 
NEGOTIATIONS « FINANCING *« APPRAISALS 
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Clifford B. Marshal! 
Stonley Whitaker 
Robert M. Baird 
Healey Building 
JAckson 5-1576 


WEST COAST 


Colin M. Selph 
Colif. Bank Bidg. 
9441 Wilshire Blvd 
Beverly Hills, Colif 
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Frontier (Continued from page 31) 


for its newscasts, plus three 15- 
minute nighttime Inaugural Week 
specials. However, WANE-TV news- 
caster Phil Wilson also provided a 
number of fashion and woman- 
interest features with the wives of 
Indiana politicians in Washington, 
to be used in such local women’s 
programs as The Ann Colone Show. 

4. Pre-planning the logistics and 
contact for such a project, so that 
could 
smoothly and fully exploit its week 


each  station’s news team 


in the locale of the news event. Here’s 
where a group operation has one of 
several advantages over a single tv 
station attempting a comparable proj- 
ect, Corinthian says, adding, however, 
that an individual station can also do 
the job with sufficient pre-planning. 

The services of the Corinthian 
headquarters operation for its indi- 
vidual stations included: (1) setting 
up the logistics of film handling and 
prompt shipping to make it possible 
for film shot in Washington to go 
on the air in the local market within 
eight to 24 hours of actual filming, 
even for such distant points as Sacra- 
mento; (2) prearranging certain key 
interviews to facilitate and shorten 
each news team’s job in Washington; 
(3) arranging for the complex of 
credentials which are inevitably re- 
quired during such major news hap- 
penings, and (4) planning, produc- 
ing and helping to carry through 
certain major projects, such as joint 
interviews with the wives of Cabinet 
members and Senators from the ap- 
propriate states which are of interest 
to each station within the group. 


Basic Cost Components 


5. Analyzing the cost factors real- 
istically; they’re not so large as to 
exclude any individual tv station. The 
basic cost components are the fol- 
lowing: (1) transportation and per- 
diems for the newscaster and camera- 
man from each station, each of whom 
is on regular salary anyhow; (2) cost 
of courier service to get film to plane, 
plus shipping charges, and (3) cost 
of the film footage being shot in ad- 
dition to the normal footage the 
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station’s newscasts would require. 

What are the technical and opera- 
tional problems a station’s news team 
faces in covering a major event in a 
city other than its home market? 

“Quite a few,” says J. Larry 
Beauchamp, WANE-TV program man- 
ager, who coordinated Corinthian’s 
Washington project for all five sta- 
tions. “However, again, pre-planning 
can reduce these.” The system that 
Corinthian has developed through its 
convention and Inaugural experi- 
ences is applicable to coverage for 
any major national event requiring 
a station news team to travel away 
from its home market. 


Efficiency Key 


“One of the keys to efficiency is 
finding a locally based operation 
ahead of time, with the facilities and 
experience to handle the shipping,” 
says Mr. Beauchamp. “It is also wise 
to have an extra camera crew avail- 
able to pinch-hit in case of mechani- 
cal failure and to be available in 
those cases when there is a specific 
camera set-up where you want to 
rotate a number of your own station 
newsmen through interviews.” 

When five different news teams 
from five separate stations are cover- 
ing a city like Washington for a week 
or more, Corinthian found that it is 
also vital to set up a central produc- 
tion headquarters for checking-in 
and routing news teams to varying 
events and interviews as these are 
breaking. When these operational 
technicalities and arrangements are 
adequately planned and covered, the 
rewards of news and feature ma- 
terial stemming from such a project 
are boundless. 

Corinthian executives feel that 
there is little need to elaborate on 
the built-in viewer interest for the 
stations’ home audiences in Cali- 
fornia, Texas, Oklahoma and Indiana 
in seeing and hearing not only the 
reactions of their own political lead- 
ers to the national policies emerging 
from the earliest days of the new 
Administration, but also in sharing 
in the historic moments in Washing- 
ton through thé eyes of their own 
state’s politicians and tourists. 


For instance, after several days of 
filming interviews with the two Texas 
Senators, a number of Congressmen 
and other Texas political figures in 
Washington, kHoU-Tv’s Dan Rather 
shot additional feature and news ma- 
teriai at such events as the Texas 
State Society’s party for Speaker Sam 
Rayburn and Vice President Lyndon 
Johnson. Newsman Rather was also 
the only reporter invited _to the spe- 
cial reception for Mr. Johnson given 
by former Houston Mayor Roy and 
Mrs. Hofheinz. 

KOTV Tulsa’s news team, headed 
by newscaster Roger Sharp, began 
its Inaugural Week project with in- 
terviews-in-depth with Senators Kerr 
and Monroney of Oklahoma, touch- 
ing with them upon U.S. space-pro- 
gram and air-safety issues, specific- 
ally in terms of the state’s interests, 
as well as in national terms. How- 
ever, the team also developed such 
home-interest color features as a 
luncheon given in the Senate cafe- 
teria by Senator Kerr for an Okla- 
homa high-school band in town to 
participate in the Inaugural parade. 


Personalized Picture 


As a result of such coverage, Cor- 
inthian says its viewers at home are 
not only exposed to a far more per- 
sonalized and identifiable picture of 
the week’s significance and events 
than they could possibly derive from 
network spot-news coverage alone, 
but they also are seeing their own 
local newscaster reporting these 
events and their meaning to them in 
their terms. 

Corinthian believes that not only 
do its news teams gain additional 
stature with their viewers from this 
exposure, but that the relationship 
between news team and national fig- 
ure from the home state takes on a 
new dimension and meaning as well. 
The same national leaders who fre- 
quently refuse tv interviews other than 
in formal press-conference settings, 
the five stations’ teams found, are 
usually pleased to sit down for ex- 
clusive interviews in their homes and 
offices with the newsmen from their 
own states. Furthermore, they fre- 


(Continued en page 74) 
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Television Age Network Program Chart—WNighttime 
PM MONDAY TUESDAY WEDNESDAY THURSDAY 
" ABC CBS NBC ABC cBs NBC ABC _CBS _NBC nec | 
:00 | T 
ABC | ABC ABC ABC 
News News News News 
6:15 |-  --—_—— ——_—— 
6:30 - T ’ 
6:45 News Texaco, News Texaco, News Texaco, News Texaco, 
Amer. Home Huntley- Amer. Home Huntley. Amer, Home Huntley- P. Morris Huntley- 
4 = Brinkley Schlitz Brinkley 4 alt Brinkley 
7:00 Report Report Carter Report Report 
7:15 ina = 
News Ralston News News News 
7:30 T T 
To Tell the ; Guestward 
7:45 Cheyenne —- The > Sew The wot ac — 
¥ Amer. Home Americans Gen. Foods Hong Kong PR Wagon Train Ralston Apa ey 
H. Curtis Colgate 3 7-Up a jen. Foods 
” Donna Reed Canam 
Pete & Gladys Angel 
8:15 Carnation The Rifleman — ame Loramie Camshell Sexo 8. C. Johnson 
Goodyear G Kesuer-Meth lai. alt Gen. Foods 
8:30 T 
Wanted—Dead | +). Drice Is 
L. Bringing Up Tales of H Ozzie & or Alive Right Zane Grey 
8:45 Surfside 6 Buddy Wells Fargo Wyatt Earp Dobie a iteheock _ Harriet Brown and i : Theatre ra 
Seott an. Tobacco Pao a M Ford ad eal McCoys | S.C. Johnson ining ros, 
eechnut Gen. Mills erste Kodak alt Kimberly- P&G P. Lorillard 
} 4 4 Coca Cola Ciark 
| 
| Bachelor 
Danny Thomas bar ; Thritter My Sister My Three Father 
Show Klondike Stagecoach | Ousker Oats Hawaiian Eileen Sons Am. Home 
Gen. Foods | st. Reynolds West P&G Eye Colgate Chevrolet alt 
Am. Tobacco 
4 The Witness 
I've Got A 
Dante 
Red Skelton Secret 
_ — — Pet Milk R. J. Reynolds The 
zen. Foods Bi S. C. Johnson alt Bristol- Untouchables 
ee ‘ iene Barbara Stan- 
ventures tn wyck Theatre nB Peter Loves BS Groucho Marx 
Paradise P. Lorillard | ajberto-Culver | Alcoa Presents © Syectate Armstrong Mary . 10 hs ong Lorillard 
Gen. Foods alt Am. Gas Alcoa Circle Theatre P&G 2/2 & 2/16 Toni 
| } Armstrong me 
—S Naked City Cork (alt) 
Jackpot U. S. Steel Ernie Kovacs’ Face the 
Peter Gunn | June Allyson 8 . - Hour Take A Good Nation 
Bristol Myers how jowling U. 8. Steel . L . 10-10:20 2/9 
I. J. Reynolds DuPont Bayuk 2/3 wkls ee 10-11 pm 2/22 
Brunswick Dutch Master nah 
Balke Cigars 
k F k F k F 





Nighttime Index 


ABC News M-F 6 

Adventures In Paradise ABC M 9:30 
J. B. Williams, Whitehall, L&M, 
Noxzema, Ludens, Brillo 

Alcoa Presents ABC Tu 10 

The Americans NBC M 7:30 
Block Drug, Dow, Readers Digest 
Services, Pepsi Cola, Pan Am 


Coffee 
Andy Griffith CBS M 9:30 
Angel CBS Th 8 
Ana Sothern CBS Th 7:30 
The Aquanauts CBS W 7:30 

Carter, Lorillard, Vicks, P&G 
Armstrong Circle Theatre CBS W 10 
Bachelor Father NBC Th 9 
Barbara Stanwyck Theatre NBC M 10 
Bat Masterson NBC Th 8:30 
Bonanza NBC Sat 7:30 

Amer, Tobacco, RCA, Pillsbury 
Bringing Up Buddy CBS M 8:30 
Bugs Bunny ABC Tu 7:30 








Candid Camera CBS Sun 10 

Checkmate CBS Sat 8:30 
Brown & Williamson, Lever, Kim- 
berly-Clark 

Chevy Show NBC Sun 9 

Cheyenne ABC M 7:30 
R. J. Reynolds, Peter Paul, P&G, 
Ralston, Bristol Myers, AC Spark 
Plug, Brillo 

Danny Thomas Show CBS M 9 

Dante NBC M 9:30 

Dennis the Menace CBS Sun 7:30 

The Deputy NBC Sat 9 

Doble Gillis CBS Tu 8:30 

Donna Reed ABC Th 8 

The Ed Sullivan Show CBS Sun 8 

Ernie Kovacs’ Take A Good Look 

ABC Th 10:30 

Expedition ABC Tu 7 

Eyewitness to History CBS F 10:30 

Father Knows Best CBS Tu 8 
Kayser-Roth 





The Flintstones ABC F 8:30 
Fight of the Week ABC Sat 10 
G. E. Theatre CBS Sun 9 
Garry Moore Show CBS Tu 10 
Plymouth, Polaroid, 8. C. Johnson 
Groucho Marx NBC Th 10 
Guestward Ho! ABC Th 7:30 
Gunsmoke CBS Sat 10 
Happy NBC F 7:30 
Harrigan & Son ABC F 8 
Have Gun, Will Travel CBS Sat 9:30 
Hawaiian Eye ABC W $ 
Caxter, Whitehall, Amer. Chicle, 
Oldsmobile, Beecham 
Hennesey CBS M 10 
Hong Kong ABC W 7:30 
Beecham, Kaiser, Armour, Derby 
Hitchcock Presents NBC Tu 8:30 
The Islanders ABC Sun 9:30 
L&M, Warner Lambert, United 
Motor, Luden’s 
I've Got A Secret CBS W 9:30 





{| Love Lucy CRS Sun 6 
Jack Benny Program CBS Sun 9:30 
Jack Paar NBC M-F 11:15 
Jackpot Bowling NBC M 10:30 
Kiendike NBC M 9 
Kraft Music Hall NBC W 9 
Laramie NBC Tu 7:30 
Pitt Plate Glass, Beechnut Life 
Savers, Am Gas, Reynolds 
Lassie CBS Sun 7 
Lawman ABC Sun 8:30 
The Law and Mr. Jones ABC F 10:30 
The Lawrence Welk Show ABC Sat ? 
Leave it To Beaver ABC Sat 8:30 
Loretta Young Show NBC Sun 10 
Love & Marriage NBC M & 
Make That Spare ABC Sat 10:30 
Man From Interpol NBC Sat 10:30 
Matty’s Funday Funnies ABC F 7:3) 
Maverick ABC Sun 7:30 
Reynolds, Armour, Kaiser, Nox 


zema 
Meet the Press NBC Sun 6 


Bic 


Michael SI 
Oldsm« 


The Natio 
National \ 
NBC Spec 
New Come 
News CBS 
White! 
Schlit: 
One Happ 
Outlaws N 
Warne 
Colgat 
Nut I 
Ozzie & | 
People Ar 
Perry Con 
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names of 
ABC: 2/6 Belt & Howell 
Close-Up! 10:30-11. 


NBC: 2/3 Bell Telephone Hour 9-10; 2/5 NBC Opera, “Fidelio” 3-5 


(color); 2/5 Omnibus 5-6; 2 


When participating programs and other programs have more than two 


listing below chart. 


ith al 
Close-Up! 10:30-11; 2/16 Bell & Howell 


7 Hallmark Hall of Fame “Time Remem- 


bered"’ 7:30-9 (color): 2/7 


Story of Leve 





“String of Beads’ 10-11 


(color); 2/9 Remember How Great 8:30-9:30; 2/10 Sing Along with 
Mitch 9-10 (color); 2/14 NBC White Paper #3 10-11; 2/15 Bob Hope 
Buick Show 10-11; 2/17 Bell Telephone Hour 9-10; 2/21 Cry Vengeance 
10-11; 2/24 Sing Along with Mitch 9-10 (color); 2/28 Dew Hour of 


Great Mysteries 10-11. 
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Tab Hunter 
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Bachelor Marlboro The De The Rebel 
puty 
Father Sterling Gen. Cigar | P&G G. E. Theatre 9:15 
x Am. Home Bristol Myers Liggett General 
‘ alt | & Myers Electric 
m | 
The | 
The Witness Lawrence | lack B — 
You're in th Welk | ox Senny 
77 Sunset iain 95 Show Have Gun. The Nation's | The Islanders Program 
Por i Dod Will Travel Lover 9:45 
[) gett & ge Future 
Myers J. B. Williams Lever State Farm 
Kellogg Whitehall | Mutual 
| 10:00 
Gunsmoke Loretta Young 
‘obert t & | how 
CBS Ro»ports Groucho Marx are Twilight Zon Michael The Fight of 7. | Cancid Camera Toni 10:15 
10-11 pm Lorillard Setectines Shayne the Week Remingten | Bristol Myers git Warner- \ 
2/2 & 2/16 Toni P&G Gen. Foods Gillette, Miles Rand Lever Lambert 
-— 10:30 
es’ Face the | Winston This A-3 Your 
Nation The Lawand Eyewitness to Churchili— What's fe 
10-10:20 2/9 Mr. Jones History yp Ren | The Valiant My Line Block alt | 10:45 
10-11 pm 2/28 Procter & Firestone Guabreck | vous All State ; 
Gamble | “Ed Dalton Kellogg 
= i ~ 1:00 
Make That Sunday News 
| Special 
| Whitehall is 
Carter 
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CBS Sun 9:30 
11:15 

M 10:30 
we 


Beechnut Life 
Reynolds 


30 
ir, Kaiser, Nox- 


Bun 6 





Nh eee 


Michael Shayne NBC F 10 
Oldsmobile, Pitt Plate Glass 

Mr. Lucky CBS Sat 9 

My Sister Eileen CBS W 9 

My Three Sons ABC Th 9 

Naked City ABC W 10 
Bristol Myers, Brown & Wmsn, 
AC Spark Plug, Derby, Warner 
Lambert, Ludens 

The Nation’s Future NBC Sat 9:30 

National Velvet NBC Sun 8 

NBC Specials Tu 10 

New Comedy Showcase CBS M 10 

News CBS M-F 6:45; 7:15 
Whitehall, Philip Morris, Carter, 
Schlitz 

One Happy Family NBC F 8 

Outlaws NBC Th 7:30 
Warner-lam., Pan Am. 
Colgate, Brown & Wmsn, 
Nut Life Savers, Pillsbury 

Ozzie & Harriet ABC W 8:30 

People Are Funny NBC Sun 6:30 

Perry Como NEC W 9 


Coffee, 
Beech 





Perry Mason CBS Sat 7:30 
Parliament, 

Drackett, Pream 

Pete & Gladys CBS M 8 

Peter Gunn ABC M 10:30 

Peter Loves Mary NBC W 10 

Play Your Hunch NBC F 9 

The Price Is Right NBC W 8:30 

Rawhide CBS F 7:30 
Nabisco, Colgate, 
Philip Morris, 


Sterling, 


Foods, 
Myers, 


Gen. 
Bristol 


Red Skelton CBS Tu 9:30 

Rifleman ARC Tu $ 

Roaring '20’s ABC Sat 7:30 
Beecham, Anahist, Colgate, Am. 
Chicle, Derby, Carters 

Robert Taylor's Detectives ABC F 10 

Route 66 CBS F 8:30 
Chevrolet, Marlboro, Sterling 

77 Sunset Strip ABC F 9 








American Chicle, Whitehall, 
Beecham, R, J, Reynolds 
Shirley Temple NBC Sun 7 
Beechnut Life Savers, Nabisco 
Specials NBC F 9:00 
Stagecoach West ABC Tu 9 
United Motor Service, Brown & 
Wmsn, Miles, Gen, Foods, Ralston 
Sunday News Special CBS Sun 11 
Surfside 6 ABC M 8:30 
Brown & Wmsn, Pontiac, White- 
hall, Johnson & Johnson 
Tab Hunter NBC Sun 8:30 
Tales of Wells Fargo NBC M 8:30 
Tall Man NBC Sat 8:30 
Tennessee Ernie NIC Th 9:30 
Texaco, Huntley-Brinkley Report NC 
M-F 6:45 ; 
Esquire 
This Is Your Life NBC Sun 10:30 
Thriller NBC Tu 10:30 
Glenbrook, Am. Tobacco, All 
State Ins., Beechnut Life Savers 
Tom Ewell Show CBS Tu 9 





To Tell the Truth CBS M 7:30 
Twentieth Century CBS Sun 6:30 
Twilight Zone CBS F 10 
U. S. Steel Hour CBS W 10 
The Untouchables ABC Th 9:30 
L&M, Armour, Beecham, White- 
hall 
Wagon Train NBC W 7:30 
Reynolds, Ford, National Biscuit 
Walt Disney Presents ABC Sun 6:30 
Gen, Mills, Luden’s, Canada 
Dry, Derby, Brillo 
Wanted—Dead or Alive CBS W 8:30 
Westingh Playh NBC F 8:30 
Winston Churchili — The Valiant 
Years ABC Sun 10:30 
The Witness CBS Th 9 
R, J. Reynolds, H. Curtis, Schick, 
Esquire 
What's My Line CBS Sun 16:30 
Wyatt Earp ABC Tu 8:30 
You're in the Picture CBS F 9:30-10 
Zane Grey Theatre CBS Th 8:30 





Hour of 


ive CBS W 8:30 
use NBC F 8:30 
The Valiant 
0:36 
9 
1. Curtis, Schick, 
S Sun 1¢:30 
8:30 


e CBS F 9:30-10 
BS Th 8:30 


I'll say this... 


“The Crosley Group's all-around know- 
how is especially important when dealing 
with a far reaching consumer product. Yes, 
the WLW Radio and TV Stations lighten and 
brighten any advertiser's bundle of wash!” 
Lime 1 
Broadcast Media Director, 


Sackel-Jackson Co. / Advertising Agency 
Boston, Mass. 


You can quote me... 


*‘We recommend the WLW Stations for adver- 
tising Lestoil Company’s LESTARE BLEACH 
because they eliminate the complexities of to- 
day's time buying with their famous Crosley 
streamlined operation and complete cooperation.” 


Fe. othe 


Vice President Media, 
Sackel-Jackson Co. / Advertising Agency 
Boston, Mass. 
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MONDAY-FRIDAY SATURDAY 
ABC cBSs NBC ABC CBS NBC ABC CBS NBC 
9:00 I T 
| 
9:15 
9:30} _ : i —— tT | 
| 
9:45 
10:00 | __ 4 8 Ls 
| Captain | _ 
December | Lamp Unte 
10:15 Bride Say When oy My Feet 
. sust 
10:30 
y ¥ Look Up 
10:45 Video Village ail & Live 
. sust 
1:00 | 
Macic Land UN in 
t Leve Lucy Price of Allakazam F Action 
HIS | Morning Court Rig Kellogg ury (sust) 
1:30 | 
Love That Roy Rogers Lone Ranger Camera Three 
1:45 Bob Clear Horizons Concentration Nestle Gen. Mills eae 
Borax, Vick 
12:00 | 
Sky King 
Love of Life Lunch with . True Story 
12:15 | Camouflage Truth Or Soupy Sales Nabisco Sterling ous the 
Consequences Gen. Foods rofessor a 
Television 
12:30 Workshop 
Search For =e oust 
Tomorrow ; 5 : Pip the Piper 7 
sega ould Be | Pip the Piper | Mighty Mouse . . 8 
12:45 — P&G ¥ ou Gen. Mills Playhouse Detective's Gen. Mills 
The Guiding Colgate Diary 
Light Glenbrook 
1:00 P&G Simoniz 
1-1:05 
‘ About Faces CRS News 
Hs CBS News Directions 61 
Mr. Wizard 
sust 
Daytime Index 
*ABC “Operation Daybreak” adver- Quséker Oats, Vick Chem. Alberto-Culver, Lever, Frigidaire, The Guiding Light CBS M-F 12:45 
tisers Bowli:g Stars NBC Sat 4:30 Heinz, Miles, Nabisco, Whitehall, Here’s Hollywood NBC M-F 4:30 
A. E, Staley, Armour, Babbitt, The Brighter Day CBS M-F 4 Mennen, -Silex. Gen. Colgate, Whitehall, Culver, Toni, 
Beltone, Block, Brillo, Carter's Drackett, Vick, Borax, Lever, Mills, Thomas Leeming, Simoniz, Beechnut, Gen, Mills, Heinz, 
little Pills, Chemway, Ex-Lax, Best Foods Jergens Mogen David, Simoniz, Jergens, 
Filbert, General Foods, Gen. Camouflage ABC M-F 12 Day In Court ABC M-F 2* 


Mills, Hartz, Jchnson & Johnson, 
Lenn & Fink, Lever, Minute 
Maid, Nutrition, Reynolds Met 
als, Sterling Drug, Tintair, Vita- 
mins, Warner Lambert, Welch, 
Whitehall 

About Faces ABC M-F 1* 

Adventure Theatre NBC M-F 4:30 

All Star Golf ABC Sat 5 

Amateur Hour CBS Sun 5 

American Bandstand ABC M-F 4 
Beech-Nut, Gen, Mills, Welch, 
Tori, Vick, Lever, Stridex, Nox- 
zema, International Shoe, Am. 
Chicle, Warner Lambert, Bristol 
Myers, Carter 

As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Pillsbury, Nabisco, H. 
Curtis, Best Foods, R. T. French, 


Camera Three CBS Sun 11:30 
Cap.ain Gallant NBC Sat 5 
Gen, Mills, Sweets, Gilbert 
Captain Gallant ABC M 5:30 
Gen. Mills, Beechnut, Life Savers 
Captain Kangaroo CBS Sat 10 
CBS News CBS M-Sat 1 
CBS News CBS Sat 12:30 
CBS News CBS Sun 12:55 
CBS Workshop Sun 12 
Celebrity Golf NBC Sun 5 
Championship Bridge ABC Sun 4 
No. Amer, Van Lines, Shwayder 
Ch ionship College Basketball ABC 
Sat 2-5 
Clear Horizons CBS M-F 11:30 
College Bow! CBS Sun 5:30 
Concentration NBC M-F 11:30 





December Bride 
Vick 

Detective’s Diary NBC Sat 12:30 

Directions "64 ABC Sun 1 

The Edge of Night CBS M-F 4:30 
Pillsbury, Nabisco, H, Curtis, 
American Home, Quaker Oats, R. 
T. French, Drackett, Vick Chem. 

From These Roots NBC M-F 3:30 


CBS M-F 10 


Simonize, Plough, Procter-Silex, 
Gold Seal, Heinz, Beechnut, 
Purex, Lever, Bauer & Black, 
Mentholatum, Toni, Anahist, Gen 
Mills, Nabisco, Colgate, Dow, 
Sweets 


Frontiers of Faith NBC Sun 1:30 
Full Circle CBS M F 2 
Fury NBC Sat 11 


Miles, Nabisco, Sweets 


Gold Seal, Dow 
House Party CBS M-F 2:30 


Lever, Scott, Chicken of the Sea, 
Kellogg, Carnation, Pillsbury, 
Hoover, J. B. Williams, Drackett 
Colgon 

| Love Lucy CBS M-F 11-11:30 
Lever, U. 8S. Steel, Best Foods, 


Vick, R, T, French 

issues and Answers ABC Sun 1:30 

t Could Be You NEC M-F 12:30 
Whitehall, P&G, Alberto-Culver, 
Nabisco, Miles, Frigidaire, Heinz, 
Thomas Leeming, Mentholatum, 
Toni 

Jan Murray Show NBC M-F 2 
Mogen David, Whitehall, Anahist, 
Block Drug 

<ing Leonardo & His Short Subjects 

NBC Sat 10:30 


Lamp | 
Lone F 
Lone F 
Gd 
An 
Look U 
The Le 
Fri 
Mi 
Be 
Love T 
Love o 


R. 

bis 
Lunch 
Magic 


Make 
He 


M 
Matty’ 
Meet 1 


MONDAY-FRIDAY 
ABC CBS 





Answers 
As The 
World Turns 


Championship 
college 
Basketball 
Gen. Mills 
Bristol Myers 


Day in Court 
Lis Full Circle 


sust 


Sunday Sports 


NBA 
Basketball Spectacular 


The Leretta 
Road to 
Reality Yeung Theatre 


Queen For 


Pro 
A Day 


Youns Basketball 
Dr. Malone various 


sponsors 


The 
Millionaire 


From These Roundup 
The Verdict } 
is Yours Roots USA 


The Brighter 
American | Day 
Bandstand The Secret 
part (te 5:30) Storm 


Make Room Championship 
for Daddy | Bridge 


Paul Winchell 


The Edge of | Bowling Hartz 


Stars 
Night Gen. Mills 


All Star Golf 
Reynolds Amateur Hour 
Metals | Captain J. B. Williams Celebrity Golf 
Armour Gallant Kemper (alt) 


Action/- | | ‘Saturday Prom 
Cartoon Beechnut 
Ss: Series ] Life Savers 


GE College 
Bow! 


Time: Present 
K 


Rocky and 
His Friends Gen. Electric 














5 Lamp Unto My Feet CBS Sun 10 Mighty Mouse Playhouse CBS Sat Chemstrand, Thomas Leeming, Sky King CBS Sat 12 
Lone Ranger NBC Sat 11:30 12:30 Toni, Beechnut. Glenbrook, Gen Sunday Sports Spectacular CUS Sun 2 
ni, Lone Ranger ABC W 5:30 The Millionaire CBS M-F 3 Mills, Gold Seal, Anahist Schlitz, Liggett & Myers, Carter, 
nz, Gilbert, Gen. Mills, Crackerjack, Drackett, Vick, Gerber, R. T. Pro Basketball NBC Sun 2 Bristol Myers 
ns, Am. Home Foods French, Gen. Foods, Best Foods, Rin Tin Tin ABC Tu & Th 5:30 Time: Present NBC Sun 5:30 
Look Up and Live CBS Sun 10:30 Quaker Oats, Scott, Nabisco Gen. M lis Sweets Gilbert ~~ 
The Loretta Young Theatre NBC M-F Morning Court M-F 11:00* Road -* Reality ~ —- oa ee” pee ae ; 
; 2:30 Mr. Wizard NBC Sat 1 ‘oO e: : be iow, Simoniz, = riing 
= Frigidaire, Heinz, P&G, Gen NBA Basketball NBC Sat 2 Rocky and His Friends ABC Sun Teuth Or Conssquences NEC 38-9 18 
ry, ce Sale ~ etsy 5:30, Th 5:30 Miles, P&G, Culver, Nabisoo, 
tt, Mills, Knox Gelatin, Simoniz, National League Football Games CBS — - ‘ id 
Beechnut Sun 2 Gen, Mills, Am. Chicle, Peter Whitehall, Heinz, Frigidaire, 
Love That Bob ABC M-F 11:30* News CBS Sun 11:55 Paul, Sweets Sa, Spee 
is Love of Life CBS M-F 12 News NBC M-F 12:55 Roundup USA AB Sun 3:30 UN in Action CBS Sun 11 
: American Home Prods, Lever, Gen. Mills Roy Rogers CBS Sat 11:30 The Verdict Is Yours CRS M-F 3:30 
) R. T. French, Quaker Oats, Na- Number Please ABC M-F 12:30* Ruff & Reddy NBC Sat 10:30 American Iiome [rods, Lever, 
; bisco, Borax Paul Winchell ABC Sun 4:30 Saturday News CBS Sat 12 Sterling Drug, Vick, Quaker Oats, 
= Lunch with Soupy Sales ABC Sat 12 Pip the Piper ABC Sat & Sun 12:30-1 Saturday Prom NBC Sat 5:30 R, T. French 
o- Magic Land of Allakazam CBS Sat Play Your Hunch NBC M-F 10:30 Say When NBC M-F 10 Video Village CBS M-F 10:30 
. Whitehall, Miles, Heinz, Mentho Beechnut, Block, Leeming, Glen R. T. French, Vick, Lever, Amer 
Make Room for Daddy NBC M-F 4 latum, Simoniz, Sterling, Colgate, brook, Anahist Home, Borax 
Heinz, Procter-Silex, Culver, Sweets, Nabisco Search For Tomorrow CBS M-F 12:30 Who Do You Trust ABC M-F 3:30* 
st, P&G, Thomas Leeming, Gen Queen For A Day ABC M 3* The Secret Storm CBS M-F 4:15 Young Dr. Malone NBC M-F 3 
Mills, Frigidaire The Price is Right NBC M-F 11 American Home Prods, R, T. Miles, Heinz, Culver, Mennen, 
cts Matty's Funday Funnies ABC Sun 5 Lever, Whitehall, Heinz, Alberto French, Quaker Oats, Gen, Foods Plough, P&G, Thomas Leeming, 


Meet the Professor ABC Sun 12 


Culver, Miles, Mentholatum, 


Shari Lewis NBC Sat 10 


Gen, Mills, Glenbrook, Jergens 
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“RCA Color TV Tape...Equal of Color Live!” 
—says William B. McGrath, V.P. and 
Managing Director, WHDH-AM, FM, TV, Boston | 


“Here at WHDH-TV we are enjoying great success 
with our RCA Color Television Tape operation. Taped 
programs, commercials and special events sparkle in 
color. We find color tape the equal of color live—and 
with the convenience and ease that only RCA TV 
Tape can give. 


“RCA Color TV Tape Recorders have completed our 
E:CA color facilities. We do all our local programs in 
color. By adding the client convenience of television 
tape to the new dimension of color, we have an unbeat- 
able combination for success.” 


RCA Color TV Tape Recorders are proving themselves 
in installations like WHDH because they are designed 
for color. Picture quality is virtually built in, thanks to 


Find out how you can 

get live color quality 

with tape convenience. 

See your RCA Representative. 
Or write to RCA, Dept. R-278, 
Building 15-1, Camden, N.J. 


multiple monitoring checks. You can check through the 
entire system for the very best picture. Precision head- 
wheel interchangeability for color, too, means you can 
play back tape on any machine, regardless of where 
it was made. 

i 
More and more broadcasters are specifying RCA TV, 
Tape for color operation because it is part of a com-} 
pletely matched line of color equipment available from} 
one single source—including color TV tape recorders, 
studio color cameras, 3-V film cameras and projectors,| 
color monitors, switching and special effects. They find} 
service before and after the sale of the kind that only 
RCA with its broad background in color television 
can perform. 


The Most Trusted Name in Television 


@ RADIO CORPORATION OF AMERICA 
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fforts—current and future— by 
stations to secure national or 
co-op spot schedules from such names 
as Sears-Roebuck, A&P, Walgreen 
and other national chains by mak- 
ing elaborate presentations at the 
companies’ central headquarters are 
so much waste, implies a new study 
by E. B. Weiss; director of special 
merchandising service at Doyle Dane 
Bernbach, Inc., New York. 

In his lengthy and multi-faceted 
study, Mr. Weiss makes one point of 
high significance to television—and 
that is that the managers of some 
2.000 stores have, or will soon have, a 
great measure of autonomy in formu- 
lating marketing plans for their in- 
dividual operations. Because these 
2,000 outlets will shortly do an annual 
volume of $15 billion, says the DDB 
director, many national manufacturers 
will find this “handful” of stores fur- 
nishing 15 to 35 per cent of their total 
volume. 

Already Mr. Weiss’ study indicates 
Sears, Ward, J. C. Penney and a 
dozen other giant department-store 
groups and chains account for more 
than 50 per cent of the total retail 
sales in some soft-goods classifica- 
tions. As each store unit expands, its 
operation becomes less and less cen- 
trally directed—(“store units with an 
annual turnover of $2-to-$20 million 
cannot be run efficiently by remote 
control” )—and the unit manager be- 
comes responsible for the entire buy- 
ing and selling program. 

Too many selling tactics by manu- 
facturers are still almost exclusively 
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a review of 


current activity 


in national 
spot tv 


directed at chain and department- 
store headquarters, protests Mr. Weiss. 
The “naive assumption” continues 
that what headquarters approves “is 
in.” 
While the merchandising executive 
is concerned with manufacturers mov- 
ing their merchandise into—and out 
of—the local giant outlets, it is obvi- 
ous that the tv industry and the local 
station in particular must be aware of 
such changes in the retail field. If a 
local unit manager has the power to 
order his store’s merchandise, he also 
has the power in most instances to 
decide how to advertise and sell it. 
Among the unusual examples of 
store promotion cited in the study are 
those of managers who developed 
“offbeat” lines of merchandise to at- 
tract new customers, who sold piece 
goods by the inch rather than the 
yard, who devised unusual window 
displays, off-season specials and so on. 





Assistant media director Roger Clapp 
at Benton & Bowles, Inc., New York, 
works on Yuban and Maxwell House 
coffees. 


February 6, 1961 
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In each instance, the idea was not that 
of any central operations’ promotion 
department. 

With their rapidly burgeoning sales, 
local units build expanding advertis- 
ing budgets. Many of the chain opera- 
tions fall into the grocery and depart- 
ment-store categories; others are drug 
and variety specialists. Some have 
used tv successfully for years, others 
have dabbled in the medium, and 
others have yet to try it. But one 
thing is evident from Mr. Weiss’ sur- 
vey of the field: the local station must 
sell the local unit manager first. The 
manager doesn’t have to wait for an 
okay from the front office any more 
to place a schedule. 


Among current and upcoming spot 
campaigns from advertisers and agen- 
cies across the country are the fol- 
lowing: 


AMERICAN SPONGE & 
CHAMOIS CO. 

(Daniel & Charles, Inc., N.Y.) 
Reported here Dec. 26 as hitting 20 top 
eastern markets in mid-January with four 
weeks of day and late-night minutes, 
AMSCO sponge cloths is now noted as 
readying a similar drive for the second- 
third week in March. Again, four 
weeks of minutes should run. Isabelle 
Stannard is the buying contact. 


B. T. BABBITT CO. 

(GMM&B, New York) 

The first of this month reportedly saw 

new placements of filmed minutes set in 
children’s programs in selected markets for 
VITA-YUMS. Frequencies are light. 

Bob Kutsche is the timebuyer. 


BEAVER-CHAMPION 
ATTRACTIONS 
(direct, New York) 


At press time this new film distributor 
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was preparing to name an advertising 
agency to handle a massive campaign on 
its David & Goliath feature, with a 
program in mind similar to that used by 
Joseph E. Levine for his Hercules series. 
Look for saturation tv schedules a week or 
two before the picture opens in each 
market. Advertising manager Meyer 
Hutner is the contact. 


BEECH-NUT LIFE SAVERS, 
INC. 

(Young & Rubicam, Inc., N.Y.) 

As is customary, BEECH-NUT baby 

food set new schedules at the end of last 
month in a handful of markets where 

its network shows (now mostly NBC-TV) 
need extra boosts. Some 39 weeks of 
filmed minutes run on a Monday-Friday 
basis. Lorraine Ruggiero is the timebuyer. 


BEKINS VAN & 
STORAGE CO. 

(C. J. LaRoche & Co., Inc., 
Hollywood) 


A regular spot-user in major markets on 
the west coast and scattered markets in 
the southwest, this moving firm starts 
its 61 schedules this week in a handful 
of areas. Minutes and 20’s in week-end 
slots, preferably near news and sports 
programs, go for 20-26 weeks. 

Ruth Fredericks is the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CORP. 

(Ted Bates & Co., Inc., N.Y.) 

The first of this month marked the start 
date for new schedules on VICEROY, 
KOOL and BELAIR in about 20 national 
markets, with minutes and 20’s on film 
set to run through the year. Larry Reilly 
is the timebuyer. 


CALGON CO. (Hagan 
Chemicals & Controls, Inc.) 
(Ketchum, MacLeod & Grove, Inc., 
Pittsburgh) 

While concentrating its video activity 

in shows on all three networks, CALGON 
detergents and CALGON BOUQUET 

for the bath will also use spot in selected 
markets in 1961. Placements of nighttime 
filmed minutes in very light frequencies 
start at issue date for 52 weeks. The 

bath product is getting expanded distri- 
bution and moving into tv on a market- 
by-market basis. Dick Courtney 

is the broadcast buyer. 


CALO PET FOOD CO. 

(Foote, Cone & Belding, Inc., S. F.) 
At the end of January this dog and cat 
food company reportedly began new 
placements of filmed minutes, 20’s and 

ID’s in a dozen markets. Previous 
campaign concentration was in the 
California and New England areas. Length 
of schedules is 26 weeks. Helen Stenson 

is the timebuyer. 


CALUSA CHEMICAL CO. 
(Wade Adv., Inc., L. A.) 

This west-coast producer of ROYAL 
WOOLYN cold-water soap has four-week 
flight of minutes currently nearing 
termination in a small group of markets. 
Media director Walter Mayer is the 
contact for future activity. 


CHESEBROUGH-POND’S, INC. 
(Compton Adv., Inc., N.Y.) 
For a new cough syrup labeled ACTIN, 
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this firm has set moderate spot schedules 
of filmed minutes in day and late-night 
slots in about 20 markets. The “test” 
will carry through the winter season. 
Dick Brown is the timebuyer. 


CHUN KING FOODS 

(BBDO, Minneapolis) 

As noted here Nov. 28, this firm’s frozen 
foods will depend on brief flights 
throughout the year in about 25 markets. 
A four-week drive will start next week, 
with day and late-night minutes running. 
Betty Hitch is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(McCann-Erickson, Inc., N.Y.) 

This week sees new schedules of day and 
night minutes start for AJAX cleanser 
in major markets across the country. 
The placements should continue until 
year-end. Larry Levy is the timebuyer. 


COLORFORMS, INC. 

(Kudner Agency, Inc., N. Y.) 

This toymaker has upped its 1961 budget 
some 23 per cent and will continue on 
CBS-TV’s Captain Kangaroo year-round, 
while using infrequent spot schedules 

in top markets for supplement. In its 
first "61 push, New York started a 
four-week placement at the end of 
January, with Chicago and Boston 
kicking off about issue date. Animated 
kid-show minutes in a variety of programs 
are used. Maria Carayas is the timebuyer. 


CONSOLIDATED CIGAR 
CORP. 

(Lennen & Newell, Inc., N.Y.) 
Noted here in late November as filling in 
scattered markets not getting enough 
network-program coverage, MURIEL 
“air-tips” took a hiatus after the holiday 
period, but returns next week to a group 
of select.d markets for four weeks of night 
minutes and 20’s. Lou Crossin 

is the timebuyer. 


CONTINENTAL CASUALTY 
co. 
(George H. Hartman Co., Chicago) 


Having used spot successfully for two 
years on its “over 65” insurance, CCC 
starts new schedules of filmed minutes 
and ID’s at issue date in about 15 markets. 
Day and late-night spots will run in 

very strong saturation frequencies for 

two weeks. Len Kay, media director, 

is the contact. 


DIF CORP. 
(S. E. Zubow Co., Philadelphia) 


For its hand-cleaner product, this regional 
firm uses infrequent schedules in New 
York and a few other markets. It 
reportedly has new activity planned 

for a start near May 1 and usually depends 
on ID’s supported by daytime minutes and 
20’s. Yolanda Tini is the timebuyer. 


DOWNYFLAKE FOODS 
(Smith/Creenland Co., Inc., N. Y.) 
This firm’s frozen pancakes and waffles, 
which have been using kid-show minutes 
in New York since last September, expand 
next week into major markets in New 
England, Pennsylvania and Florida. 
Minutes and ID’s will run about nine 
weeks. Media director Les Towne is 

the contact. 

EL PRODUCTO CIGAR CO. 
Div. Consolidated Cigar Co. 
(Compton Adv., Inc., N.Y.) 


Another heavy spot user during the 


Christmas-gift season, this cigar firm 
returns to some 25-30 major national 
markets this week and next with place- 
ments of filmed minutes and 20's. Sports 
shows and other male-audience programs 
are sought for schedules varying from 

13 to 52 weeks, depending on the market. 
Tim Tully, assisted by Carl Sandberg, 

is the timebuyer. 


ENCYCLOPAEDIA 
BRITTANICA, INC. 


(McCann-Erickson, Inc., Chicago) 


Noting that the firm has been testing 
various television approaches for some 
little while, a New York spokesman for 
Encyclopaedia Brittanica said the 
“experiments” would spread to that 
market and a handful of others next 
week. A four-week placement of day and 
night minutes will run. The company 
has considered sophisticated shows 
(Open End, etc.) , but doesn’t feel they’re 
quite right; it also veers from the 
kid-program field. “We don’t want a 
pitchman approach, yet we don’t want 

to be so esoteric that viewers nod their 
heads and do nothing else. We're excited 
about the medium but must feel our 
way,” said the ad man. Don Amos 

is the buying contact. 


J. H. FILBERT, INC. 
(Young & Rubicam, Inc., N.Y.) 


About 15 major markets got placements 
of day and night minutes late last month 
on MRS. FILBERT’S products, with 


the moderate frequencies running late 


(Continued on page 56) 


STORY 
BOARD 


WTRF-TV 


Inflation Hits the Cliche 
Market: Two pennies for your 
thoughts . . . Another day, 
another twenty dollars .. . 
So long, don't take any 
wooden quarters . . . Thanks 
T. R. Effic! a billion! 
wtrf-tvy Wheeling 


Bob Ferguson says: ‘Women are smarter 
than men and have the figures to prove it.’ 


Wheeling witrf-tv 


WTRF-TV ranks first in the Wheeling-Steuben- 
ville Industrial Ohio Valley and has the 
figures to prove it. Ask National Rep. George 
P. Hollingbery. 


wirf-tv Wheeling 


Then there was the dwarf French railway 
engineer who explained the derailment of his 
train by saying. "Too loose, la track." 


Wheeling wirf-tv 


Two cannibals talking: Joe: "Did you hear 
about the new discovery?"’ Jim: "No, what 
is the new discovery?"' Joe: “Instant People."’ 


witrf-tv Wheeling 


What great contribution does the hydrogen 
bomb make to democracy? With it—all 
men are cremated equal. 


Wheeling wirf-tv 
It's smart to pick your friends . . . but 
not to pieces. 

wirf-tvy Wheeling 


Get all the details on the big wirf-tv bonus 
merchandising plan that alert advertiers find 
adding even more profits to their Wheeling 
TV Market camapigns. 


CHANNEL WHEELING 


WEST VIRGINIA 


SEVEN 
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The Buyer Talks About .. . 


WHEN NETWORK IS SPOT 


A lot of advertisers who think tv costs go only in one direction—up— 
just haven’t been paying attention to some recent moves. The latest one 
to make news was that of CBS-TV, which reorganized its daytime 10 
a.m.-noon selling pattern. In a word, the change means clients can buy 
minutes rather than quarter-hours, with extensive discounts for 200 and 
more minutes annually. 


CBS’s action, and those of NBC-TV and ABC-TV before it in opening - 


up daytime programs to single-minute purchases through various plans 
—and the trend at all three networks to nighttime participation programs 
—has met some resistance from reps and stations. The complaint is that 
small-budget advertisers who have been using spot will put their money 
into network. 


Some of this has happened in the past few years. Some more will hap- 
pen in the months ahead if the plans continue. And the reps and stations 
will have to accept it. 


Everyone might as well face one thing: if the product lends itself to 
network exposure (through distribution and the audience sought), and 
if the network price is sensible on a cost-per-thonsand basis, then network 
is the most economical way to buy. 


Frankly, the daytime changes—all of which appear to bring about 
lower prices to the advertiser—look like somebody’s waking up to the 
fact that tv might have been pricing itself out of the market. And any 
kind of network reductions will have to have an effect on local rates. If 
a buyer can get a full network line-up for the price he’d pay for a spot 
schedule in fewer markets, he'll do the obvious. It’s to be hoped some 
rate reductions on the local scale will be one result of the networks’ lead. 


How much should the stations worry, though, about a major loss of 
spot business? 


Well, they're certainly aware that the great majority of advertisers 
now using spot have many reasons other than budget for their choice of 
media. Perhaps their distribution patterns don’t fit network, perhaps 
they need spot to fill in network gaps, perhaps more frequency is needed 
in particular markets, and so on. Companies using the medium for these 
and similar reasons won’t necessarily change. 


“But look what happened to nighttime” is the cry. “Look at all the 
guys in participation—guys who used to be in spot.” 


They're there, admitted. But the situation is different in one important 
respect. Participation-type minutes are one way an advertiser can get 
long copy in prime time. Night spot availabilities in themselves are 
usually hard to come by, just for breaks and ID’s. Certainly when the 
networks opened up minutes, they would be snapped up. 


In daytime, however, there generally is no problem in finding minutes 
of good quality, so it’s not expected that a rush to the new plans will 
take place. A negative factor is that further splitting of time periods 


‘ 


among different advertisers virtually eliminates “sponsor-program iden- 
tification” —something that network previously could offer to the detri- 


ment of the spot-seller. 
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The way to sell your product is to 
make sure plenty of people see it! 
And more people see the products 
advertised on WJAC-TV than on 
any other station in the Johnstown- 
Altoona market. Take it from ARB 
and Nielsen . . . WJAC-TV delivers 
the audiences! 


But more important than size of 
audience, WJAC-TV also brings 
you a buying audience. Sales 
figures prove that WJAC-TV turns 
watchers into buyers. 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 








JOHNSTOWN - CHANNEL 6 
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COMMERCIAL 
* SUCCESS! 


WDEF-TV 
Delivers the THREE Most 


Important Ingredients: 


1 ATTENTION 
= Getting Presentations 


2 INTEREST 
= In Client's Needs 


3, CASH Register 
Ringing Sales 
Your Spot is Worth More 





CHATTANOOGA 


Call BRANHAM 


Remarkable 
ROCKFORD 
BELONG 








._ GORDON BUCK joined Needham, 
Louis & Brorby, Inc., Chicago, as a 
media supervisor. Mr. Buck was gen- 
eral manager of Aubrey, Finlay, Mar- 
ley & Hodgson, Inc., and vice presi- 
dent-media director and executive ad- 
ministrator of Foote, Cone & Belding, 
Inc., that city, before his association 


with NL&B. 


MIKE MOORE was promoted from 
assistant buyer at Lennen & Newell, 
Inc., New York, to timebuyer on the 
Colgate account. DEE HEATHER 
moved from print to assistant time- 
buyer on City Service, Armstrong 
Rubber and other accounts. 


ROBERT STERES transferred from 
the air-media staff of D’Arcy Adver- 
tising Co., St. Louis, to the agency’s 
new San Diego office, where he will 
serve as media director. 


MRS. PATRICIA BURKE joined 
Clinton E. Frank, Chicago, as time- 
buyer. She was formerly with John E. 
Pearson Co., representatives, in that 
city. 


WAYNE WILLIAMS, formerly as- 
sistant timebuyer at Benton & Bowles, 
New York, on S. C. Johnson & Son, 
Inc., moved into the agency’s produc- 
tion department. BRIAN BARRY re- 
placed him on the account. 














FROM OUR 
PERSPIRING REPS 


H-R TELEVISION, INC. 


CHANNEL FJ x 4 ROCKFORD 


J. M. BAISCH 
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GET THE FACTS 


Personals 


JACK SINNOT was promoted to 
assistant media supervisor on the 
Brown & Williamson account at Ted 
Bates & Co., New York. JOHN Mc- 
CORMACK replaced him, moving from 
spot buyer to network tv _ buyer. 
LARRY REILLY, who was an assist- 


ant buyer, is now a spot buyer. 


GENE CAMOOSA, previously on 
Bristol-Myers at Young & Rubicam 
Inc.. New York, has taken over 
MARIE MOONEY’S duties on J. H. 
Filbert, Inc. Miss Mooney joined 
Metropolitan Broadcasting Corp. 
FRED WEISS was promoted to media 
supervisor on the General Electric 
account. 


ALLEN REED was promoted to 
media planner at Grey Advertising, 
New York. He replaces MAL OCHS, 
who joined Batten, Barton, Durstine & 
Osborn, Inc., Minneapolis. EILEEN 
CUMMINGS was switched from print 
to network buyer, replacing Mr. Reed. 
THERESA GANNON moved from 


estimator to assistant network buyer. 


MARY GARCIA was appointed in- 
ternational media research manager of 
the Metropolitan Broadcasting Corp., 
New York. Prior to MBC she was in- 
ternational media director at McCann- 
Erickson. 








Spot (Continued from page 54) 


in the week for Friday-Saturday shoppers. 
The schedules continue about 10 weeks. 
Fred Weiss is the buying contact. 


R. T. FRENCH CO. 
(Atlantis Sales Corp.) 

(JWT, New York) 

The large-scale drive noted here Dec. 26 
for French’s potatoes now is reported 
set to begin the middle of this month 
in about 30 major markets. Filmed 
minutes and 20’s will run in moderate 
frequencies late in the week for Friday- 
Saturday grocery shoppers. Placements 
are for about 13 weeks. Carrie Senatore 
is the timebuyer. 

HULMAN CO. 

(Pollyea Adv., Terre Haute) 
CLABBER GIRL baking powder 
reportedly will enter a small group of 
secondary markets about the middle of 
March, using 10 weeks of 20’s and ID’s. 
Media director J. Crume is the contact. 


ICE FOLLIES 

(local arenas, direct) 

The latest edition of Shipstad & Johnson’s 
annual ice-skating show recently left 
New York and is now on a tour of 
Boston, Cleveland, Buffalo, Syracuse 
and other major markets in the north- 
eastern part of the U.S. and Canada. 
According to director of advertising 
Hal Berger, tv spot gets 60-75 per cent 
of the air budget in nearly every market 


the show plays from September to May. 

Local arenas do their own buying, 

placing ID’s, 20’s and minute films 

supplied by the show. Heavy spot activity 
(Continued on page 58) 


When you buy 


KCTV, SAN ANGELO 


“@> San Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 
© FH cry, san ancrto A 


J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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Profile - -.- - 


cA 


to the rep pertinent information on an 


misleading dictum among 
many buyers is “don’t reveal 


upcoming campaign.’” This figment 
Harry Durando, timebuyer at Dona- 
hue & Coe, Inc., believes “can make 
a big flop out of a campaign.” 
The buyer on Kasco, Bosco and 
that “as 
portant as a good working relation- 


Vigran emphasizes im- 
ship between client and agency is the 
one between rep and buyer. The ulti- 
mate goal of the rep and buyer is 
homogeneous—to provide the client 
with the best possible schedule. 
“Who would be more qualified to 
submit an accurate evaluation of a 
market than an experienced rep?” 
Mr. Durando poses. “When a buyer 
is faced with a particular problem in 
a given market, whether it concerns 
audience composition, reach and fre- 
quency, or adjacencies, it is only 
logical that he tap the best source, 
which, in this case, would be the rep. 
“Of course, not all reps respond 





HARRY DURANDO 





to a given problem without being 
biased toward their particular sta- 
tion. But a good buyer knows how 
to plow through a snow job and 
sift out the backslappers and ‘take 
you out to lunch’ boys.” 

Three signposts of a good rep, ac- 
cording to Mr. Durando, are: 

1. One who gives a concise and ac- 
curate evaluation of a market in re- 
gard to a specified product. 

2. One who doesn’t question but 
respects a buyer’s decision on a sta- 


tion buy. 

3. One who goes all out to improve 
his schedule or to top the ones placed 
with his competitors. 

“In turn,” Mr. Durando says, “the 
buyer owes the rep a short explana- 
tion as to what he based his buy on, 
and to maintain an open ear if the 
rep 
better than that which the buyer 


comes along with something 


currently has.” 

Mr. 
triple entente in the rep-timebuyer re- 
“She 


has firsthand information of her rep’s 


Durando makes room for a 
lationship—the rep’s secretary. 


work and on availabilities. This can 
be an asset to the timebuyer—espe- 
cially in whittling down his detail 
work.” 

A New Yorker and a bachelor, Mr. 
Durando was graduated from Long 
Island University, majoring in ad- 
vertising. Before his recent associa- 
tion with Donahue & Coe he was a 
timebuyer on the Colgate account at 
Lennen & Newell, Inc., for two years 


and spent four years in the Air Force. 





WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 

















Sales begin long 
before sales are 
made, and WRGB 
[: is there at 
the outset in the 
homes (and on 
the minds of the 
people ERA who 





can translate your 


message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


wRG 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY SCHENECTADY « TROY 
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Spot (Continued from page 56) 
usually breaks the week before the show 


arrives in town and continues through 
the run, which winds up this year in 
Portland, Me. 


S. C. JOHNSON & SON, INC. 
(Benton & Bowles, Inc., N.Y.) 

For PLEDGE, GLADE and various other 
products, this firm lined up schedules 

in selected markets to start at the first 

of the month and continue through June. 
Moderate frequencies of day and late- 
night minutes are used. Stan Rosenfeld, 
assisted by Brian Barry, is the 

buying contact. 


S. C. JOHNSON & SON, INC. 
(Foote, Cone & Belding, Inc., 
Chicago) 

HOLIDAY car polish, introduced 
nationally a year ago, returns at the 


WAST 


end of the month with the first of its 61 
schedules. Filmed minutes in male- 
audience shows will run about 16 weeks 
in warm-weather markets at first— 
Texas, Florida, California—with others 
probably to be added as conditions 
make outdoor car-washing feasible. 
Rita Hart is the timebuyer. 


JOHNSON & JOHNSON 

(N. W. Ayer & Son, Inc., 
Philadelphia) 

For its CLEARTAPE product, J&J was 
reported looking for 30-second avail- 
abilities in selected markets, with 
schedules to start the middle of this 
month and continue for some 13 weeks. 
Daytime slots in strong frequencies 


were wanted. Alice Wolf is the timebuyer. 


LEVER BROS. CO. 
(SSC&B, New York) 


In a campaign similar to that started 


PUVS YOUR WIESSAGE 























In This Important 


ALBANY — SCHENECTADY — 


TROY MARKET... 


Special balanced programming at- 
tuned to area preferences exposes 
more prospects to your selling 
strategy. And .. . viewer confi- 
dence in WAST multiplies the ef- 
fectiveness of your sales message. 


SELL Where People BUY 


ee your AACA ER, man 
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ACROSS 














c413 ALBANY, N.Y. 


WILLIAM A. RIPLE, General Manager 





two weeks ago for Silver Dust (which, 
incidentally, was reported adding markets 
to its earlier list—Bob Bridge buying), 
BREEZE kicks off day and late-night 
minutes at issue date in some 25 major 
markets. Frequencies are fairly strong, 
with the schedules running about six 
weeks. Jeanne Sullivan is the timebuyer. 


MAYTAG CO. 
(Leo Burnett Co., Inc., Chicago) 


Apparently having been successful once 
again with its fall campaign, this 
appliance maker returns to about 70 top 
markets to start its third year in spot. 
Heavy placements of day and night 
minutes kick off at issue date and in 
the next two weeks for four-week runs 
to boost washer-dryer sales. Mary Lou 
Ruxton is the timebuying contact. 


MYSTIK ADHESIVE 
PRODUCTS 

(George H. Hartman Co., Chicago) 
As it did last year, MYSTIK TAPE 


starts new spot schedules late this month 
in a group of about 20 major markets. 
Primarily ID’s will run in women’s 
programs for seven-eight weeks. Media 
director Len Kay is the contact. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N.Y.) 


After taking a brief post-holiday hiatus, 
MILLBROOK bread returns at issue 
date to its small group of selected 
markets where it has bakeries and 
distribution. About 13 weeks of day 
and non-prime night minutes will run. 
Joe Kilian is the timebuyer. 


NESTLE CO. 
(McCann-Erickson, Inc., N.Y.) 


With its October-placed schedules expiring 
just before Christmas, DECAF returns 

to a large number of top markets at 

issue date with new placements of 

mostly late-night minutes. About a 

fourth of the announcements will go 

into daytime slots. Length of the schedules 
varies by area and cold-weather situations. 
Enid Cohn is the timebuyer. 


PENICK & FORD LTD., INC. 
(Grant Adv., Inc., N.Y.) 

Taking over on the entire account at 

the first of the year, the agency wasted 











Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 

















CHARLOTTE METRO TV RATINGS 
Monday-Friday -Half-hour Averages 

ARB-November 1960 

AVERAGE AUDIENCE 











RATING % SHARE % 
te WSOC-TV 24.9 51.4 
Station B 23.5 48.6 
© we 
7:30-8 pm. 
t ni WSOC-TV 30.3 57.8 
Station B 22.1 42.2 
8-8:30 pm. 
WSOC-TV 31.9 59.0 
Station B 22.2 41.0 
= - 8:30-9 pm. 
uring prime) wer se 
Station B 26.5 48.3 
ss 9-9:30 pm. 
elevision =| ozs 
Station B 22.1 41.4 
a 
9:30-10 pm. 
i me WSOC-TV 31.3 58.9 
Station B 21.8 41.1 
10-10:30 pm. 
Latest ARB again emphasizes the continuing WSOC-TV 22.9 56.8 
shift in Carolina viewing habits. WSOC-TV’s clean Station B 17.4 43.2 
sweep of Monday-Friday nighttime averages is 10:30-11 pm. 
complemented with significant overall gains for other WSOC-TV 19.0 60.1 
periods. Ask us or your H-R man for current Station B 126 39.9 


availabilities. Get more for your money on WSOC-TV, 
one of the nation’s great area stations. 


WSOC-TV 


CHARLOTTE $—NBC and ABC. Represented by H-R 


SUMMARY MONDAY-FRIDAY 
7:00 P. M. - 11:00 P. M. 


WSOC-TV 
Station B 


27.5 
21.0 


56.8 


WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton 
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THE 
LAUREL 
AND 
HARDY 
SHOW 


Gets Top Ratings On 
KDKA-TV Pittsburgh 








Wire or phone 
Art Kerman 
today for 
availability 

in your market, 


¢ 


\ 
GOVERNOR TELEVISION 


PLaza 3-6216 
375 Park Avenue. N.Y.C. 


“SUNNY” DELIVERS 


210,000 


In this ever ex- 
anding, ‘buy- 
appy’ market, 

“Sunny” delivers 

your message to 

210,000 TV 

homes daily! And 

does it at the 
lowest cost per 
thousand! 





















CHANNEL 38 
TAMPA - ST. PETERSBURG 
Natl. Rep: VENARD, RINTOUL 


& McCONNELL 


S.E. Rep: JAMES S. AYERS = incs #3) 
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no time getting spot schedules under way 
for SWEL frosting and other products in 
the line. Daytime minutes in live- 
personality women’s programs started 
late last month for various terms. Selected 
markets in the company’s regional 

area are used. Jeanette LeBrecht is 

the buying contact. 


PEPPERIDGE FARM, INC. 
(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

While its budget does not allow for a 
sustained campaign, this baker has 
evolved a successful formula of hitting 
a handful of markets with strong flights 
in winter and spring. A new schedule 
is slated to start next week, with minutes 
and 20’s in day and night slots running 
for about five weeks. Henry Cleeff 

is the timebuyer. 


Q-TIPS, INC. 
(L. C. Gumbinner Adv. Agency, 
Inc., N.Y.) 


While it has used various daytime 
network shows at infrequent periods 
through the past few years, Q-TIPS 
cotton swabs reportedly will move into 
a few selected markets late this month 
for about 13 weeks. Day and night 
minutes will run. Anita Wasserman 

is the timebuyer. 


RED L FOODS CORP. 
(Smith/Greenland Co., Inc., N.Y.) 


The campaign noted here Dec. 26 
expanded from a half-a-dozen to 13 
markets, with prime-time 20’s and ID’s 
getting under way this week in Syracuse, 
Buffalo, Albany-Schenectady-Troy, Boston, 
Hartford, Providence, Portland, 
Pittsburgh, Cleveland, Detroit, Grand 
Rapids and Minneapolis-St. Paul. 

New York started at the end of January. 
The taped spots will continue through 
the Lenten season. Les Towne, media 
director, is the contact. 


RUBBER SCRUBBER CO. 
(Robert M. Marks Co., Inc., N..Y.) 


A new prospect for tv, this firm makes 








an abrasive-sponge dishwashing product 
called RUBBER SCRUBBER which it 
will test on a market-by-market basis 
within the next month or so. A filmed 
minute spot has been completed, with the 
initial markets to be probably Chicago 
and others in the midwest. Distribution 

is being set on a national scale. Agency 
president Robert Marks is the contact. 


OKLAHOMA CITY 


population now 


Sh 


The U. S. Census Bureau now ranks 


Oklahoma City 37th in population 


among the nation’s metropolitan 


cities 


in 1950 
SELL 'EM WITH 


KWTV 


OKLAHOMA CITY 


The TOWER with 
GALE Spower in Oklohoma! 


Edward Petry & Co., Inc. 


moving up from 47th 








New Stations 


KiFI-Ttv Idaho Falls, Idaho, channel 8, 
started operation with NBC-TV Jan. 23. 
The station has a tower 1,600 feet above 
average terrain and 316 kw visual and 158 
kw audio power. It is part of the intercon- 
nected Pep Station Group. President and 
general manager is James Brady. Base hour, 
$200. Representative: Meeker Co. 


xEpM-TV El] Paso, Tex., Juarez, Mex., 
channel 2, begun operations. The 
station has an ERP of 6,300 watts video, 
3,150 watts audio and an antenna 1,150 feet 
Base hour, $100. 


Sales. 


has 


terrain. 
National 


above average 


Representative: Time 
New Representatives 


wuis-Tv Bluefield, W. Va., appointed 
Weed Television as its national sales repre- 


Buyers’ Check List 


sentative, effective immediately. 
WLEX-TV Lexington, appointed Paul H. 
Raymer as its national sales representative, 
effective March 1. 
wsLs-tv Roanoke, appointed Avery-Kno- 


del as its national sales representative, effec- 


tive immediately. 
Station Change 
wusn-tv Charleston, S. C., switched its 


primary affiliation to ABC-TV. 


Network Rate Increases 


ABC 

Kcsp-tv Lubbock, Tex., from $375 to 
$425, effective Jan. 15. 

Ktwo-tv Casper, Wyo., from $100 to 


$150, effective Feb. 1. 


























A CHANNEL 


LO 4 


TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 





Q-Yox go to bed at eight o'clock 
in the evening and set the 
alarm to get up at nine in the 
morning. How many hours of 
sleep will this allow you? 


Q—Who owns the sharpest “nose 
for news” in Eastern Michigan? 


Q—One month has 28 days. Of the 
remaining 11 months, how 
many have thirty days? 


Q—Besides bath night, what else 
does Saturday mean to TV 
viewers in the Saginaw-Bay 
City-Flint area? 


Q—Who owns dominance of local 
strip programs, 7 to 7:30, Mon- 
day through Friday? 











Account Activity 


It all started when ASR (for Amer- 
ican Safety Razor) Products Corp., 
billing about $1% million, left Kenyon 
& Eckhardt, Inc., in a “disagreement 
over creative policy.” The account 
moved to Benton & Bowles, Inc., which 
then dropped its competitive Schick, 
Inc., account, billing a reported $3 
million. Schick then moved to Norman, 
Craig & Kummel, Inc. Behind the 
switches was the fact that ASR is a 
division of Philip Morris, Inc., and 
Benton & Bowles has long handled that 
firm’s Parliament cigarettes. Schick is 
largely controlled by Revlon, Inc., and 
Norman, Craig & Kummel worked on 
Revlon cosmetics for an eight-year 
period into its early $64,000 Question 
days. 

The Schick move proved a boon to 
NC&K, which lost the Ruppert Brew- 
ing account a short time ago and also 
just found Speidel Corp. going to 
McCann - Marschalk. Speidel, billing 
$114-2 million, was at NC&K for five 
years. 











SHULTON, INC. 
(Ralph Allum Co., Inc., N.Y.) 


This agency handling Shulton’s 
GOOD-AIRE room freshener. THYLOX 
shampoo and other products primarily 
outside the firm’s cosmetic line has been 
using infrequent spot schedules in 
various test markets. A few selected 
areas get new placements of filmed 
minutes late this month for about nine 
weeks. Flora DeBenedetto is the buying 
contact. 


J. & M. SMUCKER CO. 
(Wyse Adv., Inc., Cleveland) 


A small group of markets reportedly will 
get placements of 20’s and ID’s at various 
times throughout this month and next 
for this company’s jams and jellies. The 
schedules run four weeks. Eve Reisz, 
media director. is the contact. 


WANDER CO. 
(Clinton E. Frank, Inc., Chicago) 


From the maker of Ovaltine, 
MINVITINE—one of the measured- 
calories dietary-food products—reportedly 
kicks off schedules of nighttime minutes 
in a group of selected markets at issue 
date. The placements will run six-eight 
weeks, Camille Muscarella is the 
timebuyer. 


WATERMAN-BIC PEN CORP. 
(Ted Bates & Co., Inc., N. Y.) 


Having tested spot for the first time last 
fall (Aug. 22 Spot Report), BIC 
ballpoint pens apparently found results 
good enough to announce an expanded 
campaign. The heavy frequencies of 
filmed minutes should start late this 
month in family-time slots in New Haven, 
New York, Boston, Baltimore, Washington, 
Philadelphia, Lancaster and Providence. 
Paul Reardon is the timebuyer. 








OUR CHANNEL 5 WHIZ IS 
AL MASINI, YOUR 
PETRYMAN IN NEW YORK 





A—One hour—the alarm will ring 
an hour after you set it. 


A—WNEM-TV news programs 
nose out all competition, with 
the “Top Of The News”, Mon- 
days through Fridays, at 6 
p.m., attracting 124% more 
TV viewers than the area’s 
other two newscasts combined. 
(Neilsen, Nov., 1960) 


A—All of the other months have 
at least thirty days. 


A—Channel 5 washes away all 
competition with a high of 
87,900 viewing families on 
Saturday nights. (ARB, Nov., 
1960) 


A—Channel 5 outstrips all compe- 
tition in the 7—7:30 p.m., seg 
ment, Monday through Friday, 
by delivering a high of 82,000 
viewing families (ARB, 
Nov., 1960) 
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ARB City-by-City Ratings December 1960 


ATLANTA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. Whirlybirds (CBS) wss-tv Wed. 7 ........ 39 
2. Highway Patrol (Ziv-UA) wass-trvy Tue. 7 ..33 
3. Death Valley Days (U.S. Borax) 

Wen-Tv Mom. TF .ncccccccccccces occcecesdl 
4. Huckleberry Hound* (Screen Gems) 

i Sh Tl nisagintiptee be 00d 4s seen ee 28 
5. Quick Draw McGraw (Screen Gems) 

Wen-tv Tue. 6 .nccaccece eseccee ecccccceal 
6. Sea Hunt (Ziv-UA) wsp-tv Fri. 7 ........ 26 
7. Deputy Dawg (CBS) wss-tTv Wed. 6 ...... 25 
8. Woody Woodpecker (Burnett) wsB-TVv 

DO Sostcueaevevdetat Guacdes oesaece 23 
9. Meet McGraw (ABC) waca-Tv Sat. 10:30 .21 
10. The Brothers Brannagan (CBS) wsB-Tv 

Mir, W  dedhddudes eeane + aewtedeceeesees 19 
11. Divorce Court (KTTV) wacGa-tv Mon. 8 16 
12. Open End* (NTA) wsB-Tv Tue. 10 ........ 15 
12. Coronado 9 (MCA) waGa-Tv Sat. 8 ........ 15 
13. Rescue 8 (Screen Gems) wiw-a Thu. 7 14 
13. U.S. Marshal (NTA) wsp-tTv Thu. 10:30 14 
13. The Californians* (CNP) waGa-Tv 

an, SE wadeees eecccces eesece eocccce ld 

TOP FEATURE FILMS 
1. Movie* waGa-Tv Sun. 5:30-7 ............ 18 
2. Armchair Playhouse* wsB-Tv Sat. 1-6 ..... 13 
3. Big Movie waGa-Tv Sat. 11-1:30 ........ 7 
4. Theatre* wiw-a Sat. 12:30-2 ............ 6 
4. Late Show wsp-tv Sat. 10:30-1:30 ...... 6 
TOP NETWORK SHOWS 
a MU IPOD onan nc macnsdecececes 49 
Cee TET ccccccccccccccevences 35 
3. The Price Is Right wsB-TV .............. 33 
3. 77 Sunset Strip wiw-a ........... eecces 33 
ee OM sk oc ccccwccacecece 32 
Se occas cwinciseccncecwhiee 31 
aD I Sk noe eedcenesec’ 31 
6. Alfred Hitchcock wsB-TV ................ 29 
TI i i a 28 
T. The Real McCoys wuw-a ..............-. 2 
MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Huckleberry Hound (Screen Gems) woco-Tv 

St MD ‘Mechtataseebesceudreccacnes « 21 
1. Death Valley Days (U.S. Borax) woco-Tv 

Di satendenbewetess o6cidee ceceana 21 
2. Manhunt (Screen Gems) KsTP-TvV Thu. 9:30 .18 
3. Polka Parade (Paramount) wooo-Tv 

Sh) MT thivheSbnGhivadcckicncee 16 
4. Sea Hunt (Ziv-UA) wTon-Tv Tue. 9:30 15 
5. Open End* (NTA) KsTP-Tv Tue. 9 ........ 14 
6. Roy Rogers (Roy Rogers Synd.) 

tt 2. Ol ntvbbisecceucéwatentss< 13 
1. Leoney Tooners Club (UAA) KMSP-TY 

ee | Ghvatnsbebeteseceéacceucceucoesé 10 
7. Bugs Bunny (UAA) wToNn-Tv Tue. 6:30 10 
7. Lock Up (Ziv-UA) KsTP-rv Wed. 9:30 10 
7. This Man Dawson* (Ziv-UA) KsTP-Tv 

Dn. tet nenegitatwebdnenscacesec 10 
7. Mike Hammer* (MCA) KsTP-Tv Sat. 10:30 .10 
8. Grand Jury (NTA) wooo-rv Tue. 7 ....... 9 
9. Not For Hire (CNP) woco-Tv Tue. 10:30 .. 8 
9. Gray Ghost (CBS) kmsp-tv Thu. 8 ...... 8 

TOP FEATURE FILMS 
1. Gold Award Theatre woco-Tv 

RS ree 15 
2. Action Matinee wTron-Tv Sat. 1-2:30 ...... 9 
2. Critics Award wooo-Tv Sat. 10:30-12 mid. . 9 
3. 9 O'Clock Movie KMsP-Tv Fri. 9-10:30 8 
4. 9 O'Clock Movie KMsP-Tv Tue. 9-10:30 T 

TOP NETWORK SHOWS 
1. The Untouchables wTon-rv ............ +32 
2. Candid Camera wooo-Tv ................. 32 
3. Gunsmoke WCOO-TV ...........cccccccces 31 
4. Wagon Traim ESTP-TV 20... ccc ccc cccs 28 
5. Perry Mason wooo-Tv .......... Ccecsesce 27 
5. Lawrence Welk wToNn-tv SesbSEscoersee 27 
6. Danny Thomas wooo-Tv ............. 020-36 
6. Garry Moore Wooo-TV ................. + +26 
6. Have Gun, Will Travel woco-Tv .......... 26 
7. 17 Sunset Strip WTON-TV ............00. 25 
7. Ed Sullivan wooo-tv ......... edeessess 25 


“Indicates programming changes during four-week 


period. Ratings for one week are given. 
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BALTIMORE 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Death Valley Days* (U.S. Borax) 

WMAR-TV Sat. 6:30 .....ccerccecceceee BM 
Shotgun Slade* (MCA) wMaR-Tv Sat. 7 ..23 
Navy Log* (CBS) wMar-Tv Sat. 6 ......-- 21 
Highway Patrol* (Ziv-UA) wMarR-Tv Sat. 5 .19 
Campy’s Corner* (Heritage) WMAR-TV 

Bat. S:sBO ..ccccccccccscccccccccccesces 18 
Lock Up* (Ziv-UA) wRaL-Tv Sun. 10:30 ..17 
Rescue 8 (Screen Gems) WBAL-TV Tue. 7 ..16 
Sea Hunt (Ziv-UA) wBAL-TvV Mon. 7 .....- 15 
. Blue Angels (CNP) weat-tv Thu. 7 ..... 13 
Johnny Midnight (MCA) WBAL-TV 

Thu. 10:80 2... ccccccccccccccccccsccces 13 
. Bugs Bunny (UAA) wBAL-Tv Fri. 7 .....- +138 
. San Francisco Beat (CBS) WMAR-TV 

Ban. SWS. ccccccodeccsvccccecescccoces 12 
Popeye (UAA) w32-TV Gat. B ccccecccecedS 


African Patrol (NTA) wMaR-Tv Fri. 6:30 .11 
Royal Canadian — Police (CNP) 


WBAL-TV Wed. 7 ...cccccecccececccceces 10 
TOP FEATURE FILMS 
. Early Show wyz-tv Fri. 6-7:15 ........-- 14 
. Shirley Temple Theatre wMAR-TV 
Sun. 1:30-3:30 2... cece cere ence ccenes 13 
Big Movie WMAR-Tv Sat. 10:30-2:15 am. ..13 
Early Show wsz-Tv Mon. 6-7:15 .......-++ 11 
Early Show wsz-Tv Tue. 6-7:15 ........+- 11 
Tate Show wsz-Tv Fri. 11:15-1 a.m. ..... 11 
Late Show wsz-Tv Sun. 11:15-l1 am. ...... 11 
Early Show wsz-Tv Sat. 5-7:15 ........+- 11 
TOP NETWORK SHOWS 
Gunsmoke WMAR-TV 2... ccc ecceccecceesss 42 
The Untouchables WIJZ-TV .......-+eeeee0% 37 
Perry Mason WMAR-TV ........--esceeees 37 
Wagon Train WBAL-TV ........eeeesseees 34 
77 Sunset Strip WIZ-TV ......ccceeeccces 34 
- Rawhide WMAR-TV ....cccccerccccccccces 33 
« Kassie® WMAR-TV cccccccccccccccccccceeSS 
- Surfside © WIS-TV 2... .ccccccccccccccsces 31 
Garry Moore WMAR-TV .....eceeeeeeeenee 30 
Have Gun, Will Travel WMAR-TV ........ 30 
NEW ORLEANS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
. Blue Angels (CNP) wwt-tv Sat. 9:30 ....32 
. This Man Dawson (Ziv-UA) WDsU-TV 
Web, 20 ceccccccccvccccsccecccccccsecces 26 
. Lock Up* (Ziv-UA) wwt-ty Fri. 8:30 25 
. Death Valley Days (U.S. Borax) 
Wosu-TY Mon. 9°30 ......-cceeeceeeeces 22 
Johnny Midnight (MCA) wpsvu-Tv Tue. 10 .22 
Trackdown (CBS) wpsu-Tv Sat. 6 ........ 21 
Coronado 9 (MCA) WwL-Tv Mon. 8:30 ....20 
Amos ‘n’ Andy (CBS) wpsv-Tv Fri. 10:30 ..20 


Sea Hunt (Ziv-UA) wpsvu-rv Wed. 9:30 ...19 
. Case of the Dangerous Robin (Ziv-UA) 

WEOU-TU Wem. B ncccccccccecevecccccsees 18 
. Manhunt (Screen Gems) wpsvu-Tv Mon. 10 .18 
. Wild Cargo (Lakeside TV) wwtL-Tv 

Te GE cchasdvdconwéccectvecseassnese 18 
8. Tombstone Territory (Ziy-UA) WWL-TV 

WE. 20 nccvescausecdasdsconccoceccess 18 

Two Faces West (Screen Gems) 

WEee-EV Wel. 10 accccccevccscccsevcces 17 

Meet McGraw (ABC) wpsvu-Tv Mon. 10:30 .16 

Science Fiction Theatre (Ziv-UA) 

WEGU-EU. Tue. 20390 .nccccccescecccesecs 16 
. Interpol Calling (ITC) wwt-tTv Tue. 10 ..16 


TOP FEATURE FILMS 


. Saturday Night Theatre wpsv-TV 


Bh. SUsEE-TRS GR. oc isccescccsaccscss 16 
. Sunday Spectacular wwL-Tv 
Gem. BOSRSSRITS GR cccccsecsesccecess 13 
Roy Rogers Feature WDSU-TV 
eR, FIPO-OcOS GM. ceccccccccccceccsose 12 
. Film Classics* wosvu-tv Sat. 3-4:30 ....... 11 
. Saturday Big Movie WwL-TV 
Get.. BOsHS-3B2EG OM. evceccccscsccccess 10 
Sunday Matinee* wnpsvu-Tv Sun. 4:30-6 ....10 
TOP NETWORK SHOWS 
> WE SE WG o ccccceesesscecces 51 
Gunsmoke WWL-TV .....eeeeeees eeeee eee o M6 
TE WGOG lnc vccccccocccccccce 41 
Welle Dango WEOU-TE  cccccccccccccccces 39 
Garry Moore WWL-TV ...... eveccecevecens 39 
Perry Gem WRGR TE nccccccccccccctocces 39 
Have Gun, Will Travel wwi-TV .......... 39 
Danny Themes WWEeSe cccccccsccccsceses 38 
Laramie WDSU-TV ......c2-seeecceee oo 38 
Ed Sullivan WWL-TV ........-eee0% coeeee ST 


BOSTON 
3-Station Report 
(four-week —_ 
TOP SYNDICATED FILMS 


1. Lock Up (Ziv-UA) wHDH-Tv Thu. 10:30 ...20 
2. Brave Stallion (ITC) wez-Tv Mon. 7 ..... 17 
2. U.S. Marshal (NTA) wwao-Tv Sat. 10:30 ..17 
3. Open End* (NTA) waz-Tv Tue. 10 ...... 16 
3. Huckleberry Hound (Screen Gems) 

WNAC-TV Thu. 6:30 ....6.--cececeeeces 16 
4. Royal Canadian Mounted Police (CNP) 

WBZ-TV Wed. 7 ..cccccceccecescccsscess 15 
4. Roy Rogers* (Roy Rogers Synd. ) 

WHDH-TV Sat. 6:30 ...cccccccecceccecerss 15 
5. Bugs Bunny (UAA) WHDH-Tv Tue. 7:30 ..14 
5. Death Valley Days (U.S. Borax) 

WBS-TV Fri. TF on ccccccccccccccccsscces 14 
5. Deputy Dawg* (CBS) wupu-tv Sat. 6 .....14 
6. Life Of Riley (CNP) wHDH-TV M-F 6:30 ..13 
6. Rescue 8* (Screen Gems) WNAO-TV 

Ban. BeBO ccccccccvccvccsccccccece os.000% 13 
6. Woody Woodpecker (Burnett) WNAO-TV 

Bri. 6:30 2. cccccccccccccccccccceccccces 13 
7. Quick Draw McGraw (Screen Gems) 

WNAG-TV Mon. 6:30 ......- ee cereeeccces 12 
7. Shotgun Slade (MCA) wsz-tTv Tue. 7 ....12 
7. Tombstone Territory* (Ziv-UA) 

WHDH-TV Sat. 7 cecccecesceseecsescens 12 

TOP FEATURE FILMS 
1. Film Festival* wHDH-TV Sat. 1:30-5 ...... 13 
1. Movie* wWHDH-Tv Sat. 1:30-4:30 ......++.- 13 
2. Cinema 7 WNAC-TV Sun, 12-2 ......--ee0- 10 
3. Wednesday Showcase WNAO-TV 

Wed. 6:30-8:30 2... cccrcccccccesccccess 8 
4. Million Dollar Movie wNao-Tv Sat. 1-5 .... 7 
4. Command Premiere wsz-Tv Sun. 12-3:30 .. 7 

TOP NETWORK SHOWS 
1. The Untouchables WHDH-TV ........+++-+5 40 
2. Wagon Train WBZ-TV .......ceecccecccees 7 
2. 77 Sunset Strip WHDH-TV ......eeeeeeeee .37 
3. The Flintstones WHDH-TV .......0+e--+ee05 36 
4. Lawrence Welk WHDH-TV .......+eeeeee++ 35 
5. Ed Sullivan WNAO-TV .....scccccceeccees 33 
G6. Gunsmoke WNAC-TV ..ccccerccccecersvces 32 
7. Perry Com0 WBZ-TV .....e-sseeeeeececes -31 
T. Besep Dievem WHAGEV cccccccccccscccccs 31 
8. The Real McCoys WHDH-TV .......++ee++08 29 
8. Leave It To Beaver WHDH-TV .......++++-- 29 
PHILADELPHIA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Mike Hammer (MCA) woavu-Tv Sat. 10:30 .31 
2. Popeye (UAA) wRIL-TV M-S 6 ........+- 20 
2. Sea Hunt* (Ziv-UA) woavu-Tv Sat. 7 ....20 
3. Rescue 8 (Sereen Gems) wrov-tv Wed. 7 .19 
4. Death Valley Days (U.S. Borax) 

WROV-TV Mon. 7 ..ncccsccccccccscccees 18 
5. Shotgun Slade (MCA) wroev-tv Fri. 7 ....16 
6. Bugs Bunny* (UAA) writ-Tv Tue. 7:30 ..14 
6. Open End* (NTA) wrov-Tv Tue. 10 ...... 14 
6. Johnny Midnight (MCA) wrRoOv-TV 

Tam, BOBO cccccvcvecvcceccccsecccesece 14 
6. Meet McGraw* (ABC) woavu-Tv Sat. 5 ....14 
7. Popeye (UAA) wFrtL-TVv Sat. 3 ........0-05 13 
7. Mr. D.A.* (Ziv-UA) woavu-Tv Sat. 4:30 ..13 
7. Our Miss Brooks* (CBS) woavu-tv Sun. 6..13 
8. Lock Up (Ziv-UA) wrov-tv Tue. 7 ...... 12 
8. Huckleberry Hound (Screen Gems) WOAU-TV 

Ban. FBO cccccscccccccscccccsseccccene 12 
8. Deputy Dawg* (CBS) wecauc-Ttv Sat. 4:30 .12 
8. Flight® (CNP) wriu-Tv Sat. 7 .........-. 12 

TOP FEATURE FILMS 
1. Picture For Sunday wcCav-Tv 

Bem: UBO-BeBO asccccccesecccoccecccess 19 
2. Early Show* wocau-Tv Sat. 5:30-7 ........ 14 
3. Best of Hollywood writ-Tv Sat. 12-3:30 ..11 
4. Early Show woau-Tv Wed. 6-7 .......... 10 
4. Early Show woau-Tv Thu. 6-7 ........... 10 

TOP NETWORK SHOWS 
1. The Untouchables WFIL-TV ........20+-e0 50 
2. 77 Sunset Strip WFIL-TV .........cceeee 44 
3. Gunsmoke WOAUT-TV ......-ceeseececcccess 40 
4. The Real McCoys WFIL-TV ...........0. 36 
5. Adventures in Paradise WFIL-TV .......... 35 
6. The Flintstones WFIL-TV .......0.eeee00: 34 
7. Hawaiian Eye WYFI-TV .......ccccccccess 32 
S. Gere © WUTEV  ccccccccccces coceee Sl 
8. Close-Up/Naked City WFIL-TV ........... --31 
8. My Three Sons WFIL-TV .......... eecccces 31 
8. Robert Taylor’s Detectives WFIL-1V ........ 31 
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. Jungle Theatre* wsNs-Tv Sun. 
- Movie Of The Week wBNs-Tv 


SA Om oo 


. Early Show* 
. Gateway Studio KDKA-TV 


. Gunsmoke KDKA-TV 
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COLUMBUS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Bugs Bunny (UAA) wTvN-Tv Tue. 7:30 


Quick Draw McGraw 
WTVN-TvV Tue. 6:30 


(Sereen Gems) 


. Mike Hammer (MCA) wBNs-TV Sat. 10:30 
Huckleberry Hound (Screen Gems) 

WTvVN-TV Thu. 6:30 .......... eeccsccces 
. Reseue 8 (Screen Gems) WTVN-TV Tue. 7 

. Whirlybirds (CBS) wrvn-tv Thu. 7 

. Woody Woodpecker (Burnett) WTvN-TV 
Wed. 6:30 ......... o00bebesces eauees 
The Vikings (Ziv-UA) wWTvN-TV Sun. 6 

- Sea Hunt (Ziv-UA) wBNs-TV Mon. 7:30 

. Our Miss Brooks* (CBS) wBns-tTy 
Bam. SEBO cccsocgsvccccesesevecesscce 
Medic (CNP) wTvN-Tv Sun. 5 ......... 


- Death Valley Days (U.S. Borax) wBNs-TV 


Thu. 9 
U.S. Marshal (NTA) wtvN-tv Thu. 10:30 
Roy Rogers (Roy Rogers Synd.) wBNs-TV 

Fri. 6:30 
Not For Hire (CNP) wtvn-tv Fri. 
I Search For Adventure* (Banner) 
WBENS-TV Sun. 6 


TOP FEATURE FILMS 


12-1:30 


10:30 


Sat. 11-12:45 a.m. 


Sun. 11-12:45 a.m. 
3- “4: 30 
2:30-5 


TOP NETWORK SHOWS 


CR TEE cinco siatsccccensseas 


The Untouchables wTvNn-Tv 
77 Sunset Strip wTrvN-Tv ...... 
Wagon Train wiw-c .... 
The Real McCoys wTvN-Tv 
Have Gun. Will Travel weNns-Tv 


Hawaiian Eye WTVN-TV 
Rawhide WBNS-TV 
CBS Reports/Checkmate wBNs-TV 
Lawman WTVN-TV .. 


PITTSBURGH 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 


KDKA-TV Mon. 6:30 


Wed. 6:30 ..... 


Quick Draw McGraw (Screen Gems) 


KDKA-TV Tue. 6:30 


Death Valley Days 
Mon. 10:30 


(U.S. Borax) wiic 


KDKA-TV 
Mon. 7:30 


. Four Just Men* (Tc) KDKA-Ty Sat. 6:30 
. Royal Canadian Mounted Police (CNP) 


KDKEA-TV Thu. 6:30 ....... 


Fri. 6°30 


TOP FEATURE FILMS 


. Feature For Sunday KDKA-TV Sun. 1:30-5 
4-5:30 .... 


Film Classics* KDKa-Tv Sat. 


KDKA-TV Sat. 5:30-6:30 


Sat.11:15-1:15 a.m. 
11:15-1 a.m. 


TOP NETWORK SHOWS 


The Untouchables WTAE ........----++0% 
. Ed Sullivan KDKA-Tv 


Have Gun, Will Travel KDKA-TV 


Perry Como 


Perry Mason EDEA-TV 2.....002eeeeeees 
. Candid Camera EDKA-TV ............+-5> 
Danny Thomas KDKA-TV 
. Garry Moore KDKEA-TV 2... eee eee ccnee 
. CBS Reports/Checkmate KDKA-Tv 


. Lex Mayers Theatre wTvN-Tv 
- Film Classics wsBNs-Tv Sat. 
. Showboat wTvN-Tv Sat. 


Sees WUD cca ccasvddeesascscane 


Perry Mason WBNS-TV ....0. 2 ccc cece 


- Sea Hunt (Ziy-UA) KDKA-TV Sat. in ie 
. Woody Woodpecker (Burnett) KDKA-TV 

- Bugs Bunny (UAA) wrae Tue. 7:30 ...... 
. Shotgun Slade (MCA) KDKA-TV Sat. 10:30 


- Manhunt (Screen Gems) wrap Thu. 10:30 
- Two Faces West (Screen Gems) wTaP 

wee. GRU  cvduakasndandnbbes s00ssase 
. Popeye (UAA) wie M-F 6 ............ 


. Assignment Underwater (NTA) 


. Walter Winchell File (NTA) wito Thu. ; 
. Roy Rogers (Roy Rogers Synd.) KDKA-TV 


- Tombstone Territory (Ziv-UA) wito Fri. 7 


. Gateway Studio KpKA-Tv Fri. 


WITD  ccccce esc eceeceecccese 
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6. Bugs Bunny (UAA) KTvi1 Tue. 6:30 ....... 
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. Late Show KMOox-TvV Wed. 
. First Run Theatre KMOX-TV 


. late Show Kmox¢tv Fri. 
. Gold Award Theatre KsD-TV 


. Late Show KMoOx-TV Thu. 
. Early Show* KMOX-TV Sat. 


. Andy Griffith KMOx-TV 
. Candid Camera KMOX-TV .........-+++445 


. Groucho Marx KSD-TV ..........--. 


ee ee ee oe ee 


. Death Valley Days (U.S. 


. The Brothers Brannagan 


- Two Faces West 


. Tombstone Territory 


. Polka Parade 


. Showtime* 


. Maverick WFAA-TV .....-..-- 
Ta@wman WFAA-TV ccc sce ceceesscccecs 
. Candid Camera KRLD-TV ...........000+505 


ST. LOUIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 


KTvi Thu. 6 


- Sea Hunt (Ziv-DA) Krvi Prk. 10 wccccccees 


Popeye (UAA) KMOX-TV Sat. 11:30 a.m. 
Open End* (NTA) Ksp-Tv Tue. 9 
Burns and Allen* (Screen Gems) KMOX-TV 
Sun. 5 


San Francisco Beat 
Sat. 9:30 
Lock Up 


(CBS) 


(Ziy-UA) Ksp-TV Wed. 9:30 


KMOX-TV 


. Death Valley Days (U.S. Borax) Ksp-TV 


Sat. 9:30 
Four Just Men (ITC) Ksp-Tv Thu. 9:30 


Interpol Calling (ITC) KsD-TV Mon. 9:30 .. 
Coronado 9 (MCA) KTvi Mon. 10 ........ 


Phil Silvers (CBS) KMox-Tv Tue. 6:30 
Highway Patrol (Ziv-UA) xKTv1 Tue. 9:30 
Three Stooges (Screen Gems) KPLR-TV 

M-F 6, Sat. 5 


TOP FEATURE FILMS 


10:30-12 mid. 


Sat. 10:15-12 mid. edit1sk bes nee 
19:30-12 mid. 
Sat. 10:30-12:30 om. .....cceeeesneee 
10:30-12 mid. 
G2BO-B .cccoee 


TOP NETWORK SHOWS = 


Garry Moore KMOX-TV 
The Flintstones &KTVI 

Danny Thomas KMOX-TV .......- 
Wagon Train xKsD-TV 
Show of the Month/Red Skelton KMOX-TV 
Perry Como KSD-TV .........- 


77 Sunset Strip KTVI ...........-.. 


DALLAS-FT. WORTH 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
x) 
KRLD-TV Sat. 9:30 ........022.: op aeee 
Bugs Bunny (UAA) wraa-Tv Tue. 6:30 


. Quick Draw McGraw (Screen Gems) 


BPvT Tus. 6 .nccccccccscces 


(CBS) 
WFAA-TV Tue, 9:30 


. Huckleberry Hound (Screen Gnas’ 


KTVT Thu. 6 
Woody Woodpecker (Burnett) KTvT Mon. 6 
Pony Express* (CNP) ERLD-TV Thu. 8 
Roy Rogers (Roy Rogers Synd.) KTVT 

Wed. 6 


(Screen Gems) WBAP-TV 


(Ziy-UA) WFAA-TYV 


Thu. 9:30 


Mon. 10:30 
Amos ’n’ Andy (CBS) xKTvT Fri. 6 ....... 
(Paramount) KRLD-TV 


Tue. 6:30 


. U.S. Marshal (NTA) KTvT Wed. 9 ....... 


Coronado 9 (MCA) WBAP-TV Wed. 9:30 


. Pony Express® (CNP) xKRLD-Tv Thu. 7 


TOP FEATURE FILMS 


Show Time* kKTvT Sun. 6:30-8 


. Saturday Showcase wBAP-TV Sat. 5-6:30 


Matinee* wraa-Tv Sat. 12:30-5 
Matinee* KRLD-TV Sat. 12:45-4 
Mystery Matinee KTvT Sat. 


. Gold Award Theatre KTVT 


Sat. 10:30-12:15 a.m. 
WFAA-TV Sun. 2:30-5:30 


TOP NETWORK SHOWS 


Gunsmoke ERLD-TV ....--00 eee eee ee renee 
Wagon Train wBaP-TV 
Have Gun, Will Travel KRLD-TV ........- 
77 Sunset Strip WFAA-TV ..........4-++ 


The Untouchables WFAA-TV ........--++55 


Andy Griffith KRLD-TV 


The Real McCoys WFAA-TV ........---seee55 


Rawhide KRLD-TV 
Perry Mason KRLD-TV 


12 


-11 


11 


-39 


39 


-39 


35 


34 


--33 


33 


.33 


33 


33 


.18 


=~ eo 
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ARB City-by-City Ratings December 1960 
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. Huckleberry Hound 
. Sea Hunt (Ziv-UA) 
- Bugs Bunny (UAA) wxyrz-tTv Tue. 7:30 


. Open End* 
4. Woody 


. Early Show* 


. The Flintstones wxyz-Tv 
. Hawaiian Eye wxyYz-Tv 


. My Three Sons wxXYz-TV 


- Matinee* 
. Saturday Night Movie wMAL-TV 


AAAAAMN Se www De 


DETROIT 
4-Station yas om 
(four-week ratings) 
TOP SYNDICATED ) FILMS 


Gems ) 


WIEK-TV Sat. 10:30 


(Sereen 
CKLW-tv Thu. 7 


Quick Draw McGraw (Screen Gems) 
OKLW-Tv Tue. 6:30 
(NTA) wws-Tv Tue. 10 

Woodpecker (Burnett) CKLW-TY 
Wed. 6:30 


. Popeye (UAA) CKLWw-Tv M-S 6 

. Tugboat Annie (ITC) OKLWw-TV Tue. T 
. Brave Eagle (CBS) ckUw-Tv Mon. 6:30 
. Tombstone Territory 


(Ziv-UA) 


wxyz-Tv Mon. 7 


- You Asked For It (Crosby/Brown) 


CKLW-TV Mon. 7 


. William Tell (NTA) cCKLW-TV Thu. 6:30 

. Blue Angels* (CNP) wspm-tv Sat. 7 ..... 
10. 
10. 
10. 
10. 


Divorce Court (KTTV) wsex-tv Tue. 7 .. 
Mike Hammer (MCA) wxyz-Tv Tue. 10:30 
Cannonball (ITC) oxuw-tv Fri. 6:30 
Johnny Midnight (MCA) wws-tv 
Sat. 10:30 
TOP FEATURE FILMS 
Million Dollar Movie OKLW-TV 
Sun. 3:30-5:3 
WIJBK-TV Sat. 
Showcase* wsekK-TV Sun. 1-4:15 
Film Festival* wssk-tv Sat. 4-5 ° 
Kennedy Showtime OKLW-TV Sm. 1-3:30 


TOP NETWORK SHOWS 
The Untouchables wxXyYz-TVv 
77 Sunset Strip wxyYz-Tv 
Gunsmoke WIJBK-TV ..... ence 
Wagon Train wWWws-TV ......... 


Cheyenne WXYZ-TV . 
Naked City wxyYz-TV 
Rifleman WXYzZ-TV 


WASHINGTON, D. C. 
4-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 


. Bugs Bunny (UAA) wWMAL-TV Tue. 7:30 
. Huckleberry Hound (Screen Gems) 


wrtc Thu. 7. 
Sea Hunt* (Ziv-UA) wMAL-Tv Sat. 6:30 


. Woody Woodpecker (Burnett) 


WrTre Wed. 6:30 ....2cee- es scccccceses 


. Highway Patrol (Ziy-UA) write Sat. 7 ... 
4. Three Stooges (Screen Gems) wrtc M-F 6.. 


Quick Draw McGraw (Screen Gems) 
wTtc Mon. 6:30 
Death Valley Days (U.S 


wro-Tv Mon. 7 


. The Brothers Brannagan (CBS) 


wWTop-fv Mon. 7 ......+---++- 

. Tombstone Territory (Ziy-UA) 
WRO-TV »b BF aeseccecce oese 
Copter Patrol (CBS) wTor-Tv Fri. 7 

. Soldiers of Fortune* (MCA) WMAL-TV 


Sat. 12 


. State Trooper (MCA) WMAL-TY Sat 6 


Ramar of the Jungle* (ITC) 

WMAL-TV Sat. 1:30 ....... ee 
Shotgun Slade (MCA) wToP-TV Sat T 
Roy Rogers (Roy Rogers Synd.) wtta 
Sup. 6 


TOP FEATURE FILMS 


. Picture For Sunday wrTor-Tv 


Sun. 1:30-4:30 ; 
Early Show* wror-tv Sat. 5-6:45 
10:30 Theatre wrop-tv Sat. 
Metropolitan Movie wtto Sup. 
wror-tv Sat. 1-4:30 


Sat. 11-1:15 a.m. 
TOP NETWORK SHOWS 
Gunsmoke WTOP-TV ........00555> 
Perry Mason WTOP-TV .......... ecvese 
Wagon Train WRO-TV ...... 
The Untouchables wWMAL-TV 
Show of the Month/Red Skelton wrTor-tTv 
Perry Como WRO-TV 
Candid Camera WTOP-TV ... 
Surfside 6 WMAL-TV 
The Real McCoys WMAL-TV 
77 Sunset Strip WMAL-TV 
Have Gun, Will Travel wror-tv 


. Ed Sullivan wror-Tv ........ 
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JVAMBO RAFIKT 


With those Swahili words, meaning ‘‘Hello friends, how 
are you?”’, Njui Ndooto, 12 year old son of a Masai “‘big 
medicine man,”’ begins his daily letters from Tanganyika, 
British West Africa, to his pen pals on WJBK-TV’s 
“B’Wana Don” children’s program. Helped by Father 
Kelly of his mission school, Njui tells the familiar things 
of his everyday life in faraway Africa that are so strange 
and enthralling to Michigan children, and answers ques- 
‘ tions asked by the youngsters in the 500 letters a week 
A forwarded by the station. The letters from this future 
Masai warrior, now learning about Western ways 
through Channel 2 contacts with American children, are 
read each day by “B’Wana Don” Hunt. It’s a two-way 
job of promoting international understanding, and it 
works! Proof came last Christmas, when 1,000 gifts and 
cards from Southeastern Michigan children were sent to 
WJBK-TV for remailing to their African friend. 


“B’Wana Don” Participating Program 
7:30—8:15 a.m., Mon. thru Fri. 





— + a a 
A lively 45 minutes of Felix N 
the Cat cartoons, animal guests =>. : 
and African atmosphere. When a L 
““B’Wana Don” goes on safari 
with commercials, sales to 
children zoom. A real buy, too, 
on the Breakfast Time Plan 
(1% Class C rates). And Chan- 
nel 2 tops the morning kiddie . : 
show ratings month after A 
month in ARB and Nielsen. “B’WANA DON” HUNT 

and scene-stealing chimp, 
**Bongo Bailey” 


4 


5 


A Storer Station 
Channel 2 CBS Detroit 





NATIONAL REPRESENTATIVE: MS KATZ AGENCY 
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Television Age 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. It is published semi-an- 
nually. Data appears in the following 
order: name of market, call letters, 
channel number, address of station, 
telephone number, rates for one hour, 
one minute and ID, network, whether 
or not station has video-tape re- 
corder, two principal station execu- 
tives with their titles and the name 
of the station representative. 

All of this data-is furnished by the 
station in answer to questionnaires. 
Italics indicate stations not yet on the 
air. 

Abbreviations commonly used in 
asst assistant, 
c commercial, chg charge, d director, 


this listing include: 


g general, loc local, m manager, mkt 


marketing, mng managing, merch 


merchandising, nat national, o owner, 


optns operations, p president, pgm 


program, prom promotion, rgnl re- 


gional, res resident, serv service, sls 


sales, st station, sup supervisor, vtr 


video-tape recorder, zn zone. 


ALABAMA 

Birmingham, WAPI-TV (13) Skyway 
Drive, P.O. Box 1310. Fairfax 3-6141. 
AA hr $900, AAA m $300, ID $125. NBC. 
Charles F. Grisham vp & gm Albert J. 
Gillen vp & sls m; Harrington, Righter 
& Parsons rep. 

Birmingham, WBRC-TV (6) Box 6007, Atop 

ed Mt., zn 9. Fairfax 2-4701. AA hr 
$1,000, m $325, ID $150. CBS. Robert T. 
Schlinkert vp, gm; Oliver V. Naylor ¢ 
sls m; Katz rep. 

Decatur, WMSL-TV (23) 701 pek St. 
Elgin 3-0361. A hr $150, m $35, ID $20. 
NBC, CBS. Frank Whisenant p % gm; 
Bob Gleason sls m; Jack Masla rep. 

Dothan, WTVY (9) Cottonwood Rd, 5-2810. 
A hr $200, m $40, ID $20. CBS, ABC. 
F. E. Busby exec vp & gm; Art Creamer 
sls m; O'Connell rep. 

Florence, WOWL-TV (15) Box 600. At- 
water 2-7711. AA hr $200, m $50, ID $25. 
NBC, CBS, ABC. Dick Biddle p & nat 
sls m; Jack Worley st m; Bill Mapes nat 
sls m; Gill-Perna rep. 

Huntsville, WAFG-TV (31) 1000 Monte 
Sano Blvd., JE 9-1783. AA hr $175. m 335. 
ID $17.50. ABC. John A. Higdon, gm; 
Gene Harwell sls m; Weed rep. 

Mobile, WALA-TV (19) 210 Government St. 
Hemlock 3-3754. AA hr $500, m $120, ID 

NBC. W. zB Pape exec vp, gm; 
John E. Dixon nat sls m; Bolling, 
Clarke, Brown reps. 
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Mobile, WKRG-TV - 162 St. Louis St. 
Hemlock 2-5505. AA hr $600. m $150, ID 
$75. CBS. C. P. Persons Jr. exec vp; 

Mrs. Mary Herring prom m; Avery 
Knodel rep. 

Montgomery, WCOV-TV (20) Box 2505. 
Amherst 5-3561. AA hr $250, m $50, ID 
$25. CBS, ABC. Hugh M. Smith exec vp; 
Morris South loc sls m; Venard, Rintoul 
& McConnell, Ayers reps. 

wy % WSFA-TV (12) 10 E. Delano 
Ave. zn Amherst 5-1251. AA hr $500, 
m $125, ID $55. NBC, ABC. Carter — 
wick mngd; Bob Villar cm; PGW 

Selma, WSLA (8) Land Line Rd. Trinity 
2-0455. William J. Brennan gm; Felix 
Robinson sls m. 


ALASKA 

Anchorage, KENI-TV (2) Box 1160, Fourth 
Ave., Theatre Bldg. 5-2201. A hr $150, m 
$30, ID $15. NBC, ABC. Alvin O. Bram- 
stedt gm; William Stewart sis m; Day- 
Wellington, James Fletcher reps. 

Anchorage, KTVA (11) Mt. McKinley 

Bldg., 4th & Denali Sts. 5-4321. A hr 
$150, m $30, ID $15. CBS. A. G. Hiebert 
p & gm; Weed rep. 
Fairbanks, KFAR-TV (2) 512 Second Ave. 
GL 2-2125, GL 6-4292. A hr $150, m $30, 
ID $15. NBC, ABC. Don Andon st m; 
Bob Parsons A oe Day-Wellington, Jim 
Fletcher, rep 

Fairbanks, Kr F (11) Third & lace =. 
24 hr $135, m $27, $13 
CBS. John A. Griffin st & sls ~4 Weed: 
Alaska Radio-Tv reps. 

Juneau, KINY-TV (8) 231 S. Franklin St. 
Juniper 6-1800. A hr $60, m $12, ID 
$7.20. CBS, ABC, NBC. J. W. McKinley 
p & gm; Weed rep. 


ARIZONA 

Mesa, KVAR (See Phoenix). 

Phoenix, KOOL-TV (10) 511 W. - Ades St. 
Alpine 3-3121. AA hr $625, $1 -. ed 
$60. CBS. vtr. Tom Clnenvar p & 
Kenneth Morton vp & st m; tidhtingbery 


rep. 

Phoenix, KPHO-TV (5) 631 N. First Ave. 
Alpine 8-4511. A hr $500, m $100, ID $50. 
vtr. Richard B. Rawls vp & gm; Howard 
Stalnaker st m; Les Lindvig loc sls m; 


Katz rep. 
Phoenix, KTVK (3) 3435 N. 16th St. Am- 
hurst 6-5691. AA hr $600, m_ $135, 20- 


sec. $125, ID $65. ABC, vtr. Burton B. 
LaDow st m; Katherine Lentz prom m; 
Blair TV rep. 

Phoenix-Mesa, KVAR (12) 1101 N. Central, 
Phoenix. Alpine 4-4161. A hr $600, m 
$120, ID $60. NBC. vtr. Richard O. Lewis 
p & gm; Ray C. Smucker vp chg sls; 
Avery-Knodel rep. 

Tucson, K-GUN (9) 2175 N Sixth. Box 5147. 
Main 3-3633. AA hr $77, ID 
eit ABC. Tolbert Foster 7: Edwin 

Richter gm, Ben L. Slack, cm; Young 


2 E 

Tuceen, KOLD-TV (13) 115 W. Drachman 
St. Main 4-2511. AA hr $300, m $60, ID 

CBS. E. S. Mittendorf vp & gm; 
Bernie Perlin g sls m; Hollingbery rep. 

Tucson, KVOA-TV (4) 209 W. Elm, Box 
5188. Main 3-2555. AA hr $300, m $75, 20- 
sec. $60, ID $37.50. NBC. vtr. Fred L. 
Vance st m; Gorden E. Hamilton asst 
m; Avery-Knodel rep. 

Yuma, KIVA (11) Box 1671. State 6-8311. 
A hr $250, m $50, ID $25. NBC, .CBS, 
ABC. Roger Van Duzer vp & gm; Hal 
Inis sls m; Hollingbery rep. 


ARKANSAS 

El Dorado, KTVE (see Monroe, La.). 

Fort Smith, KFSA-TV (5) 101 N. Fourth 
St., zn 1. Sunset 3-3131. A hr $300, m $60, 
ID $30. CBS, NBC, ABC. J. W. “Bill” 
Slates vp & gm; John D. Whitt, c m; 
Bolling rep 

Little Rock, PKARK- TV (4) 10th & Spring 


Sts. Franklin 6-2481. AA hr $500, m 
$120, ID $60. NBC. vtr. Douglas J. Ro- 
mine exec vp; H. Lee Bryant sis d; 
Petry rep. 

Little Rock, KATV (7) 310 W. Third St 
Franklin 4-1691. A hr $450, m $100, ID 
$50. ABC. Robert D. onttedar, gm; 
Jim Black, nat sls m; Avery-Knodel rep. 

Little Reck, KTHV (11) 720 Izard St. 
Franklin 4-3764. A hr $500, m $120, ID 
$60. CBS. vtr. B. G. Robertson gm; W. 
V. Hutt cm; Branham rep 


Texarkana KTAL (see Texarkana 
Tex.) 


CALIFORNIA 

Bakersfield, KBAK-TV (29) P.O. Box 1448 
Export 9-1761. AA hr $400, m $100, ID 
$40. CBS. Ed Tabor vp & gm; John Bar- 
rett nat & loc sis m: Select Stations 
Weed reps. 

Bakersfield, KERO-TV (10) 321—2ist St 
Fairview 7-1441. AA hr $550, m $140, ID 
$62.50. NBC. Arthur M. Mortensen gm; 
Roland T. Kay g sis m; Petry rep 

Bakersfield, KLYD-TV (17) 2831 Eye St. 
Fairview 7-7511. AA hr $300, m $75, ID 
$30. ABC. Edward E. Urner p & gm; 
Hollingbery rep. 

Chico, KHSL-TV (12) 180 E. Fourth St., 
Fireside 2-0141. AA hr $250, m $57.50, ID 
$27.50. CBS. M. F. ‘‘Woody’’ Woodling 
st m; George Ross nat sis m; Bolling 

rep. 

El Centro-Mexical, XEM-TV (3) 634 State 
St., El Centro, Calif. Elgin 2-7321. A hr 
$200, m $40, ID $20. Manuel Liantaoa m; 
Nat. Time sls rep. 

Eureka, KIEM-TV (3) Foot of Bay Street 
Hillside 3-3123. AA hr $250, m $70, ID 

CBS. Donald H. Telford st m; 
Young rep. 

Eureka, KVIQ (6) Box 1019, Humboldt 
Hill Rd. Hillside 3-3061. A hr $200, m 
$50, ID $25. ABC. Tet Dooley st m; 
Sam Horel loc sls m; Hollingbery rep. 

Fresno, KFRE-TV (30) 733 L St.. zn 21 
Amherst 8-6441. AA hr $750, m $200, ID 
$90. CBS. Leslie H. Peard gm; Leslie 
H. Norins g sls m: Blair-TV_ rep 

Fresno, KJEO (47) Shaw & Cedar, Box 
1708. Baldwin 2-2411. AA hr $700, m $200, 
ID $87.50. ABC. Joe C. Drilling vp & 
gm; W. O. Edholm cm; H-R rep 

Fresno, KMJ-TV (24) 1544 Van Ness Ave., 
Amherst 8-6666. AA hr $700, m 
$200, ID $90. NBC. John I. Edwards m; 
Wilson Lefler sls m; Katz rep 

Los Angeles, KCOP (13) 1000 N. wren 
Bivd.. zn 38. Hollywood 2-731 A hr 
$1,500, m $500, ID $200. vtr. Alvin G. 
Flanagan vp & gm; Amos T. Baron g sls 
m; Petry rep. 

Los Angeles, KABC-TV (7) 4151 Prospect 
Ave., zn 28. Normandy 3-3311. A hr $3,- 
500, AAA, m $1,000, ID $500. ABC. vt: 
Elton H. Rule gm; Richard A. O'Leary 
g sls m; Katz rep. 

Los Angeles, KHJ-TV (9) 1313 N Vine St., 
Hollywood. zn 28. Hollywood 2-1233. A hr 
$2,000, m $450, ID $150. vtr. Malcolm C 
Klein vp & gm; Don Balsamo g sls m; 
H-R rep. 

Los Angeles, KNXT (2) 6121 Danpet Fiyg 
zn 28. Hollywood 9-1212. AAA 4, 256 
m $1,100, ID $500. CBS. vtr. Raberi D 
Wood vp & gm; Ray Beindorf g sls m; 
CBS-TV Spot Sales rep. 

Los Angeles, KRCA (4) Sunset & Vine, 
zn 28. Thornwall 5-7000. Victoria 9-3911. 
AAA hr $4,300, m $1,000, ID $500. NBC 
vtr. Thomas C. McCray vp & gm; James 
Parks sls m; NBC Spot Sales rep. 

Los Angeles, KTLA (5) 5800 Sunset Blivd., 
zn 28. Hollywood 9-3181. A hr $2,000, m 
$500, ID $150. vtr. James Schulke vp 
chg; Richard Jolliffe g sls m; PGW rep. 

Los Angeles, KTTV (11) 5746 Sunset Bivd., 
zn 28. Hollywood 2-7111. AA hr $2,000, 
m $700, ID $350, vtr. Robert Breckner vp 
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& gm; John R. Vrba vp chg sls; Blair- 


Tv rep. 

Redding, KVIP-TV (7) 2770 Pioneer Dr. 
Chestnut 1-1414. AA hr $275, m_$65, ID 
$35. NBC, ABC. George C. Fieharty 
p & gm; Ray Grant sls m; Hollingbery 


rep. 

Sacramento, KCRA-TV (3) 310—10th St., 
zn 14. Hickory 4-7300. AA hr $1,300, m 
$300, ID $200. . vtr. Robert E. 
Kelly p & gm; Jon S. —~ | vp & gm; 
Howard J. Smiley asst gm. Petry rep. 

Sacramento, KXTV (10) 601 Seventh Ave. 
zn 18. Gilbert 1-4041. AA hr $1,000, 
$275, ID $150. CBS. vtr. Robert S. Wil- 
son vp & gm; James R. Osborn g sis 


m; H-R = 

Salinas, KSBW-TV (8) 238 John St. Box 
1651. Harrison 2-6422. AA hr $450, m 
$110, ID $50. CBS, NBC, ABC. John C. 
Cohan p & gm; Graham H. Moore sls d; 


H-R rep. 

San Diego, KFMB-TV (8) 1405 Fifth Ave., 
zn_ 1. Belmont 2-2114. AA hr $1,000. m 
$260, ID $117. CBS. vtr. George Whit- 
ney vp & gm; Bill Fox st m nat sis 
m; Jack Stodelle loc sls m; Petry rep. 

San Diego, KFSD-TV (10) Highway 94 at 
47th St., zn 12. Congress 2-2421. AA hr 
$1,050, m $250, ID $113. NBC. vtr. Wil- 
liam E. Goetze exec vp & gm; Jay Grill 
vp & sis d; Katz rep. 

San Diego-Tijuana XETV (6) Seventh & 
Ash, zn 1. Belmont 4-8431. AA hr $1,000, 
m $240, ID $115. ABC. vtr. Julian M. 
Kaufman vp & gm; Lou Meiers bus m: 
Blair TV_rep 

San Frensioce KGO-TV (7) 277 Golden 
Gate Ave., zn ‘ A gy 3-0077. AA hr 
$2,100, m $725, ID $330. ABC. vtr. David 
M. Sacks gm; tA, C. Coughlan sls m; 
George Rodman prom, adv & pub serv- 
ice m; Blair-TV rep. 

San Francisco, KPIX (5) 2655 Van Ness 
Ave., zn 9. Prospect 6-5100. AA hr $2,100, 
m $600, ID $300. CBS. vtr. Louis S. 
Simon gm; William G. Hunefeld Jr. sls 
m; TvAR rep. 

San Francisco, KRON-TV (4) 929 Mission 
St., zn 19. Garfield 1-1100. AA hr $2, 

m $775, ID $350. NBC. vtr. Harold P. 
See gm; A. H. Constant st m; William 
A. Morrison sls m; PGW rep. 

San Francisco-Oakland KTVU (2) 1 Jack 
London Sq., Oakland, zn 7. Templebar 
4-2000. AA hr $1,200,’ m $360, ID $180. 
vtr. William D. Pabst exec vp & gm; 
Ward D. Ingrim p & g sls m; H-R rep 

San Jose, KNTV (11) Box 1188, 645 Park 
Ave., zn 10. QP ress 7-5577. A hr $325, 

m $65, ID NBC, ABC, CBS. A. T. 
Gilliland Dp; Pan Conrad nat sls m; 
Young rep. 

San Luis Obispo KSBY-TV (6) Mt. View & 
Hill Sts. Liberty 3-0920. AA hr $250, 
$60, ID $28. CBS, NBC. Art Hapgood 
st m: Graham Moore nat sisd: H-R re 

Santa Barbara, KEY-T (3) 730 Miramonte 
Dr. Woodland 5-8533. AA hr $450. m $90, 
ID $45. NBC, ABC, CBS. Robert C. 
Burris, vp st m & sls m: Young rep. 

Stockton-Sacramento KOVR (13) 225 E. 
Miner Ave., Stockton. Howard 6-6981. A 
hr $900, m $200. ABC. vtr. C. Glover 
DeLaney gm; Pat Cooney sls m; Blair 
TV rep. 


COLORADO 
Colorado Springs-Pueblo, KKTV (11) Box 
1078. Melrose 4-2844. AA hr $250, m $65, 
ID $30. CBS. James D. Russell p & gm; 
Robert D. Ellis vp & nat sls m; Bolling 


rep. 

Colorado Springs, KRDO-TV gh Box 1457 
399 S. Eighth. Melrose 2-1515. A hr $250, 

$65, ID $30. ABC. Jay E. Gardner tv 
st m; Bill Nuzum loc sls m; Branham 
rep. 

Denver, KBTV (9) 1089 Bannock. zn 4 
Amherst 6-3601. AA hr $1,000, m $300, ID 
$138. ABC. vtr. Joseph Herold st m & 
g sls m; Robert L. Brown nat sls m; 


PGW rep. 
Denver, KLZ-TV (7) = $ «= Bivd., zn 
17. Main 3-4271. AA h $270, ID 


$125. CBS. vtr. Hugh B. 4 p & gm; 
Jack Tipton st m & sls d; Katz rep. 
Denver, KOA-TV (4) 1044 Lincoln St., zn 
3, Cherry 4-4141. AA hr $850, m $260, ID 
$115. NBC. vtr. Ralph a RE st m; 
Dick Harris sls m; Richard M. Schaf- 
buch prom m; NBC Spot Sales rep. 
Denver, KTVR (2) 550 Lincoln St., zn 3. 
Keystone 4-8281. A hr $550, m $1 i20. ID 
$60. James T. Brennan gm; Harold N. 
Michaels loc sls m; Young rep. vtr. 
Grand Junction, KREX-TV (5) 116 Hill- 
crest x Chapel 2-5000. AA hr $175, 
m $35, ID $17.50. CBS, NBC, ABC. Rex 
Howell - & gm; Robert McMahan vp & 
st m; Hal Holman, rep. Rates include 
KREY-TV Montrose. 
Montrose. KREY-TV (10) 510 Main St. 
CH 9-3011. A hr $75, m $15, ID $7.50. 
CBS, NBC, ABC. Carl Q. Anderson vp 
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& st m; Frank Bell prom m; Hal Hol- 
man rep. Satellite of KREX-TV Grand 
Junction. 
Pueblo-Colorado Springs, KCSJ-TV (5) 
_ on Lane. Lincoln 4-5782. A 
ID $30. NBC. James Guy 
Croll st ™: Kenneth King cm; Meeker 
rep. 


CONNECTICUT 

Bridgeport, WICC-TV (43) 2190 Post Rd., 
Fairfield. Clearwater 6-0461. A hr $100, 
m $20, ID $10. NBC. Kenneth M. Cooper 
p & gm; Young rep. 

Hartford, WHCT (18) 555 Asylum St., zn 
5. Jackson 5-2611. AA hr $400, m $90, ID 
$45. Edward D. Taddei gm; Keith G. 
Dare sls d; Young rep. 

Hartford, WTIC-TV (3) 26 Grove St., zn 
15. Jackson 5-0801. AAA hr $1,675, m 
$450, ID $200. CBS. vtr. Walter C. John- 
son vp & gm; Irwin C. Cowper vp sls; 
Eugene J. Muriaty —, - Harring- 
ton, Righter & Parsons, 

New  Britain-Hartford, WHNB-TV (30) 
1422 New Britain Ave., W. Hartford. 
Adams 3-8551. AAA hr $700, m $140, ID 
$70. NBC. vtr. Robert W. Bray gm; 
Jack Fox d sls; NBC Spot Sales rep. 

New Haven-Hartford, WNHC-TV (8) 135 
College St., zn 10. Spruce 7-3611. AA hr 
$1,600, m $355, ID $160. ABC. vtr. How- 
ard W. Maschmeier gm; John F. Cundiff 
g sls m; Peter F. ——— adv & 

prom m; Blair TV re 

Walahers, WATR-TV Y53) 440 Meadow 
St. Plaza 5-1121. A hr $200, m $40, ID 
$25. ABC. Sam R. Elman gm & cm; Jack 
Masla rep. 


DISTRICT OF COLUMBIA 

Washington, WMAL-TV (7) 4461 Connecti- 
o- Ave. NW. zn 8. Kellogg 7-1100. AA 
hr $1,750, m $500, ID $250. ABC. Fred- 
erick S. Houwink em: Neal J. Edwards 
tv sls m; H-R re 

Washington, WRC.’ TV (4) 4001 poetrenice 
Ave. N.W. zn 16. Emerson 2-4000 AA 
hr $1,250, m $425, ID $210. NBC. ae. 
Joseph Goodfellow vp & gm; Peter B. 
—w st m; Tom E. Paro d sls; NBC. 
Spot Sales rep 

Washington, WTOP-TV (9) 40th & Bran- 
dywine Sts. NW. zn 16. Emerson 2- 


CBS. vtr. George F. Hartford vp & gm; 
Robert A. J. Bordley g sls m; CBS-TV 
Spot Sales rep. 

Washington, WTTG (5) 12th & Pennsyl- 
vania Ave NW, zn 20. Sterling 3-5300. 
A hr $2, , ID $90. 

E. McArdle ‘vp & gm; Peter A. Whipple 
sls & traf m; PGW rep. 


FLORIDA 


Daytona Beach, Va TV (2) Box st. 
Clinton 3-6591. AA hr $400, m $90, 
$40. NBC. Walter Strouse st m; Charles 
Rogers sls m; Avery-Knodel rep. 

Fort Myers, WINK-TV (11) 2824 Palm 
Beach Blvd. Edison 4-1181. Edison 4-1132. 
AA hr $200, m $46, ID $23. CBS, ABC. 

. J. Bauer gm; Ed Bourque cm; Forjoe 
TV rep. 

Jacksonville, WFGA-TV (12) 1070 E. 
Adams St., zn 2. Elgin 6-3381. AA hr 
$875, m_ $250, ID $95. ABC, NBC. vtr. 
Jesse H. Cripe vp & gm; Ralph W. 
Nimmons g sls m; PGW re 

Jacksonville, WIXT (4) 1851 Southampton 
Rd., zn 7. Exbrook 8-0501. AA hr $900, 
m $300, ID $100. CBS. vtr. Glenn Mar- 
shall Jr. p; David H. Booher sls m; 
CBS-TV Spot Sales rep. 

Miami, WCKT (7) P.O. Box 38 M, zn 38. 
Plaza _1-6692. AA hr $1,250, m $300, ID 
$130. NBC. vtr. Niles Trammell p & gm; 
Charles Kelly st m; Robert L. Fidlar 
sls d; NBC Spot Sales rep. 

Miami, WLBW-TV (10) —_ Biscayne 
Blvd. AA hr $1,000, m $250, ID $115. 
ABC. Charles H. Topmiller .* Thomas 
Welstead st m; H-R rep. 

Miami, WPST (10) 2075 Biscayne Blvd. 
Franklin 1-6501. AA hr $900, m $250, ID 
$125. ABC. vtr. Walter Koessler gm; 
Bob Hanna nat sls m; John Allen loc 
sls m; Petry rep. 

Miami, WTVJ (4) 316 N. Miami Ave. zn 
31. Franklin 4-6262. AA hr $1,350, m 
$475, ID $113. CBS. vtr. Lee Ruwitch 


Dp. 

Orlando, WDBO-TV (6) 30 S. Ivanhoe 
Blvd. Box 1833. Cherry 1-1491. AA hr 
$600, m $120, ID $50. CBS. vtr. Arnold 
F. Schoen Jr. exec vp & gm; Leonard 
S. Davey Jr. d sls devel; Blair TV rep. 

Orlando, WLOF-TV (9) 639 W. Central 
Ave. Cherry 1-6543. A hr $500, m $90, ID 
$45. ABC. Joseph L. Brechner p & gm; 
William T. Latham nat & rgl sls m; 
Young rep. 

Palm Seach “WPTV (5) 5 Cocoanut Row. 


Temple 3-2471. A hr $300, m $90, ID $45. 
NBC. vtr. Chester E. Pike Jr. st m; 
Robert L. Ray loc sis m; Blair TV 


rep. 

Pauses City, WJHG-TV (7) 101 Harrison 
Ave. Adams 4-2251. AA hr $175, m $35, 
ID $17.50. NBC, ABC, CBS. Jack Sholar 
st & sls m; Roger Mansfield prom m:;: 
Ayers _r rep. 

Pensacola-Mobile, Ala., WEAR-TV (3) Box 
431, Hwy 90 W. of Pensacola. Glendale 
5-7311. AA hr $550, m $140, ID $60. ABC, 
CBS. vtr. Milt de Reyna Jr. gm; Irv 
Welch, loc sls m; Blair TV _ rep. 

St. Petersburg-Tampa, WSUN-TV_ (38) 
Municipal Pier 54121. A hr $400, m 
$80, ID $40. ABC. Fred P. Shawn gm; 
Earl Welde sls m; Venard, Rintoul & 
McConnell, Ayers reps. 

Tallahassee-Thomasvill, Ga., WCTV (6) 

N. Monroe St. 385-2121. AA hr 
$400, m $125, ID $62.50. CBS. Joseph E. 
Hosford st m; William L. Woods nat 
sls m; Blair TV rep. 

Tampa-St. | Rr ng WFLA-T 905 
Jackson St., zn 1. Box 1410. Q01S1. AA 
hr $950, m $240, ID $105. NBC. vtr. 
George W. Harvey vp & gm; William 
B. Faber g sls m; Blair TV rep. 

Tampa-St. | a WTVT (13) 3213 
Grand Central Ave., zn 9. Redwood 6- 
1313. A hr $950, m $250, ID $110. CBS. 
vtr. Eugene B. Dodson vp & m; John 
M. Haberlan asst m & cm; Katz rep. 

West Palm Beach, WEAT-TYV (12) Box 70. 
Temple 3-9668. A hr $300, m $60, ID $30. 
ABC. Bertram Lebhar Jr. exec vp & gm; 
Godfrey Lebhar g sls m; Weed rep. 


GEORGIA 

Albany, WALB-TV (10) Stuart Ave. Hem- 
lock 5-8386. AA hr $350, m $80, ID $40. 
ABC. Raymond E. Carow gm; Joseph 
E. Davis sls m; Venard, Rintoul & Mc- 
Connell rep. 

Atlanta, WAGA-TV (5) 1018 W. Peachtree 
St. NW., zn 9. Trinity 55551. AA hr 
$1,200, m $350, ID $50. CBS. vtr. Ken- 
neth Bagwell gm; Terry H. a — d; 
William Flynn g sis m: Katz 

Atlanta, WLW-A (11) 1611 Ww * Peachtree 
St. NE., zn 9. Trinity 2-1141. AA hr 
$1,100, m $275, ID $138. ABC. vtr. Harry 
LeBrun vp & gm; James H. Burgess 
sls m; Crosley, Tracy Moore, Bomar 
Lowrance reps. 

Atlanta, WSB-TV (2) 1601 W. Peachtree 
St. NE., zn 9. Trinity 5-7221. A hr $1,100, 
m $325, ID $137.50. NBC. Marcus Bart- 
lett gm; Don E. Heald sls m; Petry rep. 

Augusta, WJBF (6) 1001 Reynolds St. 
Park 2-6666. AA hr $450, m $120, ID $45. 
NBC, ABC. J. B. Fuqua p & gm; 
Thomas J. Hennesy vp & sls m; Holling- 
bery rep. vtr. 

Augusta, WRDW-TV (12) 1301 Georgia 
Ave. Drawer F., N. Augusta. Taylor 
4-5432. AA hr $350, m $100, ID $37.50. 
CBS, NBC, ABC. J. W. Hicks gm; Lou 
Stratton sls m; Avery-Knodel rep. 

Columbus, WRBL-TV (3) 1350—13th Ave. 
Fairfax 2-0602. AA hr $400, m $100, 20- 
sec. $90, ID $45. CBS, vtr. Jim W. Wood- 
ruff Jr. p & gm: Ridey Bell st m; 
George ‘“‘Red’’ Jenkins nat sls m; Hol- 
lingbery rep 

Columbus, wr 5 (9) 1307 First Ave. Fair- 
fax 2-8828. AA hr $400, m $90, ID $38.25. 
ABC, NBC. Frank Ragsdale gm; Ben 
Purvis sls m; Young rep. 

Macon, WMAZ-TV (13) U. S. 129. SH 2- 
7373. A hr $400, m $90, ID $40. CBS, 
NBC, ABC. Wilton E. Cobb gm; Albert 
Sanders exec sls m; Frank Crowther 
em; Avery-Knodel rep. 

Savannah, WSAV-TV (3) Broadcasting 
Center, 1430 E. Victory Dr. Adams 
6-0303. AA hr $300, m $60, ID $30. NBC, 
ABC. Harben Daniel p & gm; Mack 
Humpidge cm; M. E. Thompson optns 
m; Blair TV rep. 

Savannah, WTOC-TV (11) 516 Abercorn 
St. Adams 2-0127. AA hr $350, m $60, ID 
$30. CBS, ABC. William T. Knight Jr. 
p & gm; Ben B. Williams exec vp & 
em; Avery-Knodel rep. 

Thomasville, WCTV (See 
Fla.) 


Tallahassee, 


HAWAII 

Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 

Honolulu,. KGMB-TV (9) 1534 apteient 
Blvd., zn 14. 92-011. AA hr $450, m $115, 
ID $50. CBS. vtr. M. Franklyn Warren 
vp & gm; Robert W. Sevey st m; PGW 


rep. 
Honolulu, KHVH-TV (4) 1290 Ala Moana 
Blvd., zn 14. 5-3991. AA hr $600, m $160, 
ID $75. ABC. vtr. Richard C. Block vp 
gm; John A. Sennao st & sls m; Young 


rep. 
Honolulu, KONA-TV (2) 1170 Auahi St. 
6-2366. A hr $400, m $87.50, ID $42.50. 
NBC. vtr. John D. Keating gm; Art 
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Sprinkle st & g sls mm; Jim Spencer nat 
sls m; NBC Spot sales ren. 
bel gp KALA (7) Satellite of KONA- 


ol " 
Wailuku, KMAU-TV (3) Satellite of 
KGMB-TV Honolulu. 
Wailuku, Maui, KMVI-TV (12) Semi-satel- 
lite of KHVH-TV Honolulu. A hr $125, 
m $27. Ezra J. Crane gm. 


IDAHO 

Boise, we TV (2) 1007 W. Jefferson St. 
3-2511. AA hr $250, m $70, ID $30. CBS, 
ABC. Westaneams Whillock p = gm; Earl 
Glade Jr. st & cm; PGW re 

Boise-Nampa, KCIX-TV (6) P sigth N. 
Eighth. 4-8311. A hr $150, m $36, ID $15. 
Roger  oeeaene p & gm; Ralph Frazer 
sls m 

Boise, KTVB (7) PBox 390, 709 Idaho * 
2-4611. A hr $250, m $60, ID $20. ABC 
NBC. Sones M. Davidson p & gm: 
Robert tg - L m; George Ganz 
loc sls m; Boll 

Idaho Falls, KID-T¥ <3). 1275 E. 17th St. 
Jackson 2-5100. A hr $275, m $82.50, ID 
$41.25. CBS, ABC. C. N. ‘‘Rosy’’ Layne 
gm; Claude Cain sls m; Hollingbery rep. 

Idaho Falls, KIKI-TV (8) P.O. Box _ 2148. 
Jackson 3-1171. A hr $200. NBC. James 
Brady p & gm; Arthur Wiener optns m; 
Meeker rep. 

Lewiston, KLEW-TV (3) 115 Idaho 9 
Sherwood 3-5581. AA hr $175, m $35, 
$18. CBS, NBC. Associated with KIMA. 
TV Yakima, Wash. Young rep. 

Pocatello, KTLE (6) 928 N. Main St. 
Cedar 3-3894. AA hr $200, m $50, ID $25. 
Gloria — m; John Miller sis d; 
Forjoe re 

Twin Falls. KLIX-TV (11) Box 432, Red- 
wood 3-5840. AA hr $165, m $49.50, ID 
$20.50. CBS, NBC, ABC. Gordon OQ. 
Glasmann vp & gm; Hal Merrill tv sls 
m; Hollingbery rep. 


ILLINOIS 

Champaign, WCHU (33) Satellite of WICS 
Springfield. 

Champaign, WCIA (3) 509 S. Neil St. 
Fleetwood 6-8333. AA hr $1,000, 20-sec 
$215, ID $107.50. CBS, A. C. Meyer p; 
Guy Main exec vp; Len Davis nat sls 
m; PGW rep. 

nar. ag WBBM-TV (2) 630 N. McClurg 
Ct. 11. Whitehall 46000. AAA hr 
$4, 450. " 20-sec $1,110, ID $550. CBS. vtr. 
Clark B. George vp & gm; Edward 
Kenefick g sls m; eps-TV Spot Sales 
rep. 

Chicago, WBKB (7) 190 N. State St.. zn 1. 
Andover 3-0800. A hr $4,000; m $1,000, 
ID $500. ABC. vtr. Sterling C. Quinlan 
vp; Mathew E. Vieracker gm; Blair TV 


rep. 

Chieaae, WGN-TV (9) = Bradley PIl., 
zn 18. Lakeview 82311. A hr $2,600, 
m $600, ID $216. vtr. Ward L. Quaal vp 
& gm; Ben H. Berentson g sls m; Petry 
rep. 

Chieawe, ware. (5) Merchandise Mart 
Plaza, zn 54 uperior 7-8300. hr $4,- 
500, AAA 20-sec $1,000, ID $500. NBC. 
vtr. Lloyd E. Yoder vp & gm; Robert 
Lemon st m; George ——— nat 
sls m; NBC Spot Sales re 

Danville, WICD-TV (24) 1500 N. Washing- 
ton Ave. 1700. A hr $150, m =. ID $12 
NBC. Max Shaffer st m; John D . Eckert 
sls d; Young rep 

Decatur, WTVP ai) Box 631, 904 South- 
side Dr. 428-4304. AA hr $400, m $80, 
ID $40. ABC. Bob King big & gm; Don 
Lindsey cm; Blair TV r 

Harrisburg, WSIL-TV (3) 1 Ww. Ry 
St. Clearbrook 3-7922, 3-7837. AA h 
m $60, ID $30. oy Oo. L. darner gm & 
sls m; Meeker 

La_ Salle, WEEQ rv (35) Satellite of 
WEEK-TV Peor 

Peoria, WEEK-TV. " (43) 2907 _ ing 
Rd. 699-3961. AA hr_ $600, $120, 
$60. NBC. Fred C. Mueller * vp & a 
John Leslie sls m; Bolling rep. 

Peoria, WMBD-TV (31) 212 S.W. J etoreae 
St. 676-0711. AA hr $500, m $100, ID $45. 
CBS. Harold Sundberg gm; Harold L. 
Wodlinger st m; George Mathews loc 
sls m; PGW rep. 

ie WTVH (19) 621 Main St. 9-7211. 

r $600, m $120, ID $50. ABC. Donn R. 
Cplee vp & gm; Lee Colee sls m; Blair 
rep. 

Quincy, KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) Hotel Quincy, 
Baldwin 2-6840. A hr $400, m $80, ID 
$40. NBC, ABC. Joe Bonansinga gm; 
J. Ben Stewart cm; Young rep. 

Rockford, weer ty (13) W. sists. AA 


hr $550; m $130, ID $55. CBS. Joe 
M. Balsch vp & gm; ‘al Biiandelio sls 
m; H-R rep. 


Rockford, WTVO (39) N. Meridian Rd. 
3-5413. AA hr $400, m $80, ID $40. NBC. 
Harold ——- gm; Gene Denari loc 
sis m; Bolling a. 

Rock Island, WH -TV 4 Big meek 


786-5441. AA $950. $250. 
$115. CBS, ABC. Leslie e $F ohnson 4 
& gm; Maurice a a m & sis d; 
Avery-Knodel. Hyett rep 

Springield. WIcs to) 523 E. Capitol Ave. 
Lakeside 8-0465. AA hr $400, m $80, ID 
$40. Sold with WCHU Chomoaien. Mil- 
ton D. Friedland gm; Warren R. King 
sls m; Young rep. 


INDIANA 

Evansville, WEHT (50) Maywood Drive. 
Henderson. Harrison 4-9215. AA hr $440, 
m $88, iD $40. CBS. vtr. Howard D. 
Duncan Jr. gm; William R. Hight g 
sls m; Young rep. 

Evansville, WFIE- TV (14) 1115 Mt. Au- 
burn Rd.. zn 12. Harrison 5-6201. AA hr 
$425, m $88, ID $44. NBC. Lee Browning 
=: Game Mitchler g sls m; Raymer 


en WTVW (7) 405 Carpenter St. 
zn 3. Harrison 2-1121. AA hr $600, m 
$115, ID $51.75. ABC. Richard F. ey 
gm; James L. Ritter sls m; Hollingbery 


rep. 

Fort Wayne, WANE-TV (15) 2915 W. State 
Bivd., zn 15. Anthony 9411. AA hr $500, 
m $120, ID $55. BS. vtr. Reid G. 
Chapman vp & gm; John J. Keenan tv 
sls m; H-R rep, 

Fort Wayne, WKJIG-TV (33) 2633 West 
State Blvd. Anthony 2295. AA hr $500, m 
$110, ID $55. NBC. Edward G. Thoms 
vp & gm; Carleton B. Evans sls m; 
Branham rep 

Fort Wayne, WPTA-TV (21) 3333 Butler 
Rd. Anthony 7125. AA hr $500, m $120, 
ID $60. ABC, vtr. Richard D. Morgan 
gm; Ralph Latham loc sis m; Young 
re 


p. 

Indianapolis, WFBM-TV (6) 1330 N. Me- 
ridian St., zn 2. Melrose 4-8521. AA hr 
$1,300, m $400, ID $175. NBC. vtr. John 
Menke st m; Hugh L. Kibbey sls m; 
Katz rep. 

+ WISH-TV (8) 1440 N. Merid- 
ian =. zn 2. Melrose 4-6411. AA hr $1,- 

$150. CBS. vtr. Robert 
B. * MeConnell vp & gm; Joseph Lake 
cm; H-R rep. 

Indianapolis, WLW-I (13) 1401 N. Merid- 
ian St., zn 2. arene 9-2311. AA hr 
$1,300, m $400, $175. NBC. vtr. John 
B. Babcock gm; yt. Lamb sls m; Cros- 
ley, Tracy Moore, Bomar Lowrance reps. 

Indianapolis-Bloomington WTTV (4) 3490 
Bluff Rd., Indianapolis. State 7-2211. AA 
hr $500, m $110, ID $55. vtr. Robert G. 
Holben, gm; Bill Thomas, g sls m; 
Young rep 

Leiegetie WFAM-TV (18) McCarty Lane. 
Gibson 7-2113. AA hr $150, m $25, ID 
$12.50. CBS. Robert G. Holben, gm; Bill 
Thomas, g sis m; Richard W. Stewart 
optns m; Young rep. 

Muncie, WLBC-TV (49) ne Center, Box 
271. Atlas 84403. A hr $225, m $50, ID 
$22.50. CBS, NBC, ABC. Dey Burton, vp 
& gm; W. F. Craig vp & cm; Hal Hol- 
mon rep. 

South Bend, WNDU-TV (16) Box 989. zn 1. 
Central 3-7111. AA hr $500, m $100, ID 
$50. NBC. vtr. William Thomas Hamil- 
ton gm; Gus Van Der Heyden loc sls m; 
Venard, Rintoul & McConnell rep. 

South Bend, WSBT-TV (22) 300 W. Jeffer- 
son Blvd., zn 1, Central 3-3141. AA hr 
$500, m $100, ID $50. CBS. vtr. Neal B. 
Welch gm; Wilber B. Darch cm; Ray- 
mer rep. 

South Bend-Elkhart, WSJV-TV (28) Box 
28, South Bend. South Bend Central 
2-2828. Elkhart, JA 2-1518. AA hr $450, 
m $100, 20-sec $90, ID_$45. ABC. Paul 
Cc. Brines vp & gm; Vince Doyle nat 
sls m; Branham rep. 

Terre Haute, WTHI-TV (10) 918 Ohio St. 
Crawford 9481. AA hr $700, m $150, ID 
$75. CBS. J. M. Higgins vp & gm; 
George A. Foulkes sls m; Bolling rep. 


IOWA 

Ames, WOI-TV (5) poe State College, 
Cedar 2-3400, ext 831. A hr $650, m $140, 
ID $70. ABC. vtr. Robert C. Mulhall gm; 
Ted Tostlebe cm; H-R rep. 

Cedar Rapids, KCRG- ~~ (9) 104 First St. 
SW. Empire 4-4194. AA hr $550, m $110, 
ID $55. ABC. Redd ee gm; y Bmomd 
Cc. Carpenter III g sls m; Branham, 


Ss. 
Cedar Rapids, WMT-TV (2) Paramount 
Theatre Bldg. Empire 40171. AA hr 
D $75. CBS 


B. Quarton p; Lew Van Nostrand vp 
sls; Katz rep. 

Davenport, WOC-TV (6) 805 Brady St. 
323-3661. AA hr $950, 20-sec $250, ID $115. 


NBC. Col. B. J. Palmer p; Ernest C. 
= res m; Pax Shaffer, sls m; GW 


Des . KRENT-TV (8) KRNT Center, 
Ninth & Pleasant St.. zn 14. Cherry 3- 
4141. A hr $700, m $180, ID $80. CBS. 
Robert Dillon vp & gm; Paul Elliott 
cm; Katz rep vtr. 

Des =; ay WHO-TV (13) 190 Walnut 
St.. zn _7. Atlantic 86511. AA hr $800, m 
$190, ID $80. NBC. vtr. Paul A. Loyet 
vp & re on m; Robert H. Harter sls m; 

Ft. Dodge, KGTV (21) 912—First Ave 5S. 
4-0311. AA hr $150, m $40, ID $25. NBC. 
Edward j Breen p & gm; Rollie Camp sis 
m; Pearson rep. 

Mason City, KGLO-TV (3) Second & Penn- 
sylvania. Garden 3-2540. A hr $450, m 
$90, ID $45. CBS. Herbert R. Ohrt exec 
vp & gm; Walter J. Rothschild nat sls 
m:; Branham rep 

Ottumwa, KTVO Tose Kirksville, M.) 

Sioux City, KTIV (4) 10th & Grandview. 
8-0545. AA hr $450, m $125, ID $50. NBC, 
ABC. Dietrich Dirks p & gm; Gene 
~oanenty exec vp & sis m; Hollingberry 


rep. 

Sioux City, KVTV (9) Seventh & Douelas. 
2-2711. AA hr $425, m $120, ID $50. CBS, 
ABC. vtr. Donald D. Sullivan vp & gm; 
Robert B. Donovan, cm; Katz rep. 

Waterloo, KWWL-TV (7) E. Fourth & 
Franklin. Adams 4-4404. AA hr $500, m 
$100, ID $50. NBC. Les C. Rau gm: 
Gideon Klein sls m; Avery-Knodel rep 


KANSAS 
Dodge City, KTVC — 705% Second St. 
Hunter AA hr $130, m $28.60, ID 
$14.30. ABC. * Wendell Elliott vp, gm & 
sls m; Buy direct or through Katz rep 
in conjunction with KAKE-TV Wichita 
Coston City, KGLD-TV (11) Satellite of 


Goodland, KBLRE-TV (10) 17th & Broad- 
way. TW 9-2321. A hr $150, m $30. ID 
$15. CBS. Jack Walkmeyer st m & sis 
m: Herb Stegman prodn & prom m: 
Pearson rep. 

Great wv KCKT (2) Box 182. Gladstone 
3-7868. hr $350, m $75, ID $38. NBC. 
~~ %, KGLD TV Garden City and 
KOMC-TV nie — E. L. Kuhlman 
m & sis m; Bollin 

= KAYS-TV (7) * 300 ‘Hall. Bartoot 4- 

A hr $150, m $33, ID $16. ABC. 
Robert E. Schmidt gm; Katz a Affil- 
jate of KAKE-TV Wichita. 

= 7. ae € KTVH (12) 2815 E 


$160, ID $75. CBS. vtr. M. Dale Larsen 
gm; Richard Fairbanks, nat sls m; Wil- 
liam S. Ritchie loc sls m; Blair TV rep 

oh a ~ a Mo. KOAM-TV (7) Pitts- 
burg. 2508. hr $360, m $90, ID $40. 
NBC, ABC. R. E. Wade vp, gm & sis 
m; Katz rep. 

Topeka, WIBW-TV (13) Box 119. Crest- 
wood 2-3456. AA hr $550, m $110, ID 
$55. CBS, NBC, ABC. Thad M. Sand- 
strom gm; Robert Kearns, sls m; Avery- 
Knodel rep. 

Wichita, KAKE-TV (10) Box 1010. White 
hall 3-4221. AA hr $824, m $195, ID $98. 
(rates include satellites KTVC Dodge 
City, KAYS-TV Hays, Kansas). ABC. 
Martin Umansky vp & gm; Donivan D. 
Waldron nat sls m; Katz rep 

Wichita, KARD-TV (3) 833 N. Main St., 
zn 3. ‘7. = 5-5633. AA 
$130, ID $65. NBC. William J. Moyer 
exec EW & gm; Don Sbarra vp & sls d; 
PGW rep. 


KENTUCKY 

Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKYT (27) 1087 New Circle 
Rd., NE. 2-2533. AA hr $250, m $45, ID 
$22.50. CBS, ABC. Fred von Stade gm; 
Ray Balsom sls m; Young rep. 

Lexington, WLEX-TV (18) Box 1457, 4 
8747. A hr $341, m $55.50, ID $34. NBC, 
ABC. Earl L. Boyles, gm; Harry C. Bar- 
field st m; Jim Pennock sls m; Raymer 


rep. 

Louisville, WAVE-TV (3) 725 S. Floyd St. 
zn 3. Juniper 5-2201. AA hr $1,150, m 
$275, ID $120. NBC. Nathan Lord vp & 
gm; 5, Jackson cm; NBC-TV Spot 


Sale: 

necleiin WHAS-TV (11) 525 W. Broad- 
way, zn 2. Juniper 5-2211. AA hr $1,000, 
m $250, ID $115. CBS. vtr. Victor A. 
Sholls vp & _d: George Johnson sls d; 
Harrington, Righter & Parsons rep. 

i | WPSD-TV (6) 100 Television 

. Box 1037. 442-8214. AA hr $450, m 

$100 . ID $45. NBC. E. J. Paxton, Jr., 
mngd: Sam Livingston gm; Charles Neel 
sls m; Pearson rep. 


LOUISIANA 
Alexandria, KALB-TV (5) 605-11 Washing- 
ton St., zn 1. HI 5-2456. AA hr $300, m 
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$72, ID $30. NBC, CBS, ABC. Willard L. 
Cobb sec-tres, gm & nat sls m; Weed 


rep. 

Baton Rouge, WAFB-TV (9) 929 Govern- 
ment St. Dickens poe A hr $450, m 
$100, ID $45. CBS, ABC. Tom E. Gibbens 
p & gm; Mervyn _ em; Blair TV 


rep. 

Baton Rouge, WBRZ (2) 1650 Highland 
Rd., zn 2. Dickens 8-1491. AA hr _ $500, 
m $125, ID $62.50. NBC, ABC. vtr. Doug- 
las L. Manship p & gm; Jules L. 
Mayeux g sis m; Hollingbery rep 

Lafayette, KLFY-TV (10) 2101 Jemerenn 
St. Center 5-9494. AA hr $300, m $78, ID 
$30. CBS. Guy Corley gm & sls m; 
Bolling rep. 

Lake nd KPLC-TV (7) 320 Division 
St. Hemlock 6-3631. AA hr , m b 
ID $30. NBC, ABC. Pelham Mills Jr. 
gm; Art Reuben asst & sls m; Weed 


rep. 

Lake Charles, KTAG-TV (25) 645—15th 
St., Box MM. Hemlock 9-9413. A hr $150, 
m $25, ID $12.50. CBS. C. Harper Clark 
m; Pearson rep. 

Monroe-El Dorado, Ark. KTVE (10) Box 
791. Fairfax 5-5656 (El Dorado. Union 
2-3488). AA hr $350, m $70, ID $35. ABC. 
John B. Soell vp . gm: W. C. Womack 
st & sls m; Bolling rep. 

Monroe, KNOE-TV (8) Box 1472. Knoe Rd. 
Fairfax 2-8155. AA hr $450, m $110, 20- 
sec $90, ID $45. CBS, ABC. Paul H. 
Goldman exec vp & gm; Robert E. 
Powell vp chg sls: H-R rep. 

New Orleans WDSU-TV (6) 520 Royal St.., 
zn 16. Tulane 4371. AA hr $1,200, m $300, 
ID $140. NBC. vtr. A. Louis Read exec 
vp & gm; Robert Schultis, sls m; Blair 
TV rep. 

New Orleans, WVUE (13) 1418 Cleveland 
Ave., zn 12. Jackson 5-9011. AA hr $800, 
m $175, ID $87.50. ABC. vtr. Joseph A. 
Paretti p & gm; John H. Bone cm; 
_ Weed rep. 

New Orleans, WWL-TV (4) 1024 N. Ram- 
part St., zn 16. Express 4444. AA hr 
$1,000, m $275, ID $1 CBS. vtr. Larry 
Carino gm; Maurice Guillerman. g sls 
m; Katz rep. 

Shreveport. KSLA-TV (12) Washington- 
Youree Hotel, Box 92. 424-8101. A hr 
$600, AA min $180, ID $85. CBS. Winston 
B. Linam vp & gm; Deane R. Filett sls 
m; Harrington. Righter & Parsons rep. 

Shreveport. KTBS-TV (3) 312 ; 
Hwy. 868-3644. AA hr $600, m $180, ID 
$85. NBC. ABC. E. Newton Wray p & 
gm; Pat White st m; Joe B. Foster sls 
m; Katz rep. 


MAINE 

apes. WABI-TV (5) 55 State St. 6446. 
AA hr $400, m $80, ID $40. CBS, ABC. 
Richard B. Bronson st m; Paul Quigg 
sls m; Hollingbery rep. 

Bangor, WLBZ-TV (2) 7 Main St. 2-4822. 
AA hr $375. m $75, ID $37.50. NBC, ABC. 
Rudolph Marcoux gm; Weed rep. 

Portland, WCSH-TV (6) 157 High St., zn 
3. Spruce 2-0181. AA hr $550, m $110. ID 
$50. NBC. William H. Rines p; Jack S. 
Atwood gm; Bruce McGorrill nat sls m; 
Weed rep 

Portland, WGAN -TV (13) 390 Congress St., 
zn 3. Spruce 2-4661. AA hr $500. m $110, 
ID $50. CBS. Samuel G. Henderson Jr. 
tv vp; Richard E. Bates nat sls d; Avery- 
Knodel rep. 

Portland-Poland Spring. WMTW-TV (8) 
The Congress Bldg. Spruce 3-5665. AA 
hr $550, m $120. ID $55. ABC. John W. 
Guider p "% gm; Robert L. Maynard asst 
gm; Robert M. Joyce st m; Harrington, 
Righter & Parsons rep. 

Presque Isle. WAGM-TV (8) P.O. Box 729. 
Porter 9-2461 & 9-2471. AA hr $225, m 
$45, ID $22.50. CBS, NBC, ABC. Stanley 
A. Lyons gm; Robert Gold, nat sis m: 
Hollingbery rep. 


MARYLAND 

Baltimore. WBAL-TV (11) 2610 N. Charles 
St., zn 18. Hopkins 7-3000. AA hr $1,500, 
m $400, ID $200. NBC. vtr. Brent O. 
Gunts vp & st m; Willis K. Freiert asst 
st m & sls d; Petry rep. 

Baltimore. WJZ-TV (13) Television Hill, 
zn 11. Mohawk 4-7600 AA hr $1,732. m 
$425, ID $212.50. ABC. vtr. John L. Mc- 

Robert Newsham, sls m; 


Baltimore, WMAR-TV (2) Baltimore & 

ee Sts., zn 3. Mulberry 5-5670. AA 

r $1.650, m $425, ID $188. CBS. vtr. E. 

kK Jett vp & tv d; D. P. Campbell asst; 
E. A. Lang sls m; Katz rep. 

Salisbury, WBOC-TV (16) Radio-Tv Park. 
Pioneer 9-6131. A hr $225. m $43, ID 
$23. ABC, CBS, NBC. Charles J. Truitt, 
vp & gm: Jack Downing pgm d: Bolling 
rep. 
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MASSACHUSETTS 


Adams, WCDC (19) Len Lavendol res m. 
Satellite of W-TEN Albany, N. Y. 

Boston, WBZ-TV (4) 1170 ‘Soldiers Field 
Rd., zn 34. Algonquin 4-5670. AA hr 
$2, A ID $325. NBC. vtr. 
J. E. Allen gm; Kenneth T. McDonald 
sis m; TvAR rep. 

Boston, WHDH-TV (5) 50 Morrissey pees. 
zn 25. Avenue 8-5000. A hr $3,000, 
$600, ID $300. CBS. vtr. William B. Me- 
Grath vp & mng d; Alexander M. Tan- 
ger vp & sis d; Blair TV rep 

Boston, WNAC-TV (7) 21 mreskiine Ave., 
zn 15. Commonwealth 6-0809. A 
$3,000, m $650, ID $290. ABC. vtr. Wil- 
liam M. MeCormick p: Thomas H. Bate- 
son vp; James A. Gates nat sls m; 
H-R rep. 

—, WMUR-TV (see Manchester, 

Greenfield, Brattleboro, Vt., Keene N. H., 
WRLP (32) Box 32. Northfield. Mass. 
No. 336. AA hr $300. m $60, ID $30. 
NBC. vtr. John A. Fergie vp; Horace 
W. Nichols sls m; Hollingbery rep. 

Springfield-Holyoke, WHYN-TV (40) 1300 
Liberty St. Republic 4-1126. AA hr $600, 
m $140. 20-see 8120. ID $60 ABC CRS. 
Charles N. DeRose gm; Zachary W. 
Land sls m: Branham rep. vtr. 

Springfield, WWLP (22) Box 2210. State 
5-5311. AA hr $700, m $190, ID $75. NBC. 
vtr. William L. Putnam p & gm; James 
H. Ferguson Jr. vp & g sls m; Holling- 
bery rep. 

Worcester, WWOR (14) Box 2210, Spring- 
field. State 5-5311 (Springfield) Swift 9- 
3800 (Worcester). AA hr $300, m $60, ID 
$30. NBC. Francis J. Doherty Jr. st m; 
James Ferguson vp sls; Hollingbery, 
Kettell-Carter reps. 


MICHIGAN 


Bay City-Saginaw, WNEM-TV (5) 5700 
Becker Rd.. Saginaw. PL 5-8191. AA hr 
$800. m $200, ID $80. NBC. vtr. Thomas 
K. Matthews st m; Jack Berry sls m; 
Petry rep. 

Cadillac. WWTV (13) 417 N. Mitchell St. 
Prospect 5-3478. AA hr $400, m $90, ID 
$40. CBS, ABC. Gene Ellerman vp & gm; 
Leonard A. Swanson g sis m; Avery- 
Knodel rep. 

Cheboygan, WTOM-TV (4) Paul Bunyan 
Bldg., Traverse City. Windsor 717-7675. 
AA hr $320, m $64, ID $32. NBC, ABC. 
Jerry Ferris st m; Robert E. Detwiler 
sls m; Venard. Rintoul & McConnell rep. 
Sold in combination with WPBN-TV 


Traverse City. 

Detroit-Windsor, CKLW-TV (9) 3300 
Guardian Bldg., zn 26. Woodward 1-7200. 
AA hr $1,600, m $320, ID $130. CBC. vtr. 
J. E. Campeau p & gm; Norman Haw- 
kins nat sls m; Charles Gunn, loc sls 
rep; Young rep. 

Detroit, WJBK-TV (2) 7441 Second Blvd., 
zn 2. Trinitv 3-7400. AA hr $ . 
$800, 20-sec $700, ID $350. CBS. vtr. Bill 
Michaels vp & mng d; Keith T. Mc- 
Kenney loc sls m; Robert Buchanan nat 
sls m; Katz ren. 

Detroit, WW4J-TV (4) 622 W. Lafayette, 
zn 31. Woodward 2-2000. AAA hr $2,700, 
m $760. ID $350. NBC. vtr. Edwin K. 
Wheeler gm: James Schiavone, st m; 
Ray W. Collie sls m; PGW rep 

Detroit, WXYZ-TV (7) 20777 W. Ten Mile 
Rd., zn 41. Kenwood 4-7000. AA hr $2.- 
600, m $725, ID $315. ABC. vtr. John F. 
Pival p: Thomas O’Dae nat sls m: Blair 


7 ren 

Flint. WIRT (12) x Lapeer Rd., zn 3. 
Cedar ge AA hr $950, $175, 20-sec 
$200. $88. ABC. vtr. A. Donovan 
Faust yi Robert I. Mart sls m: Har- 
rington. Righter & Parsons ren 

Grand Rapids, WOOD-TV (8) 120 College 
Ave.. SE. zn 2. Glendale 9-4125. AA hr 
$1.175. m_ $325, ID $150. NBC, ABC. vtr. 
Willard Schroeder p & gm; Jack Mark- 
ward tv sls m; Katz rep. 

Kalamazoo, WKZO-TV (3) 590 W. Maple. 
Fireside 5-2101. AA hr $1,300, m $360, ID 
$160. CBS. ARC. Carl F. Tee exer yn & 
zm: Donald W. DeSmit Jr. admin asst 
& sis m; Avery-Knodel rep. 

Lansing. Jackson. Battle Creek, WILX-TV 
(10) 407 N. Washington Ave., Lansing. 
IV 2-1655. 236 W. Michigan Ave., Jack- 
son. ST 3-2621. Wolverine-Federal Tow- 
er, Battle Creek. WO 2-1120. AA hr $800, 
m $160, ID $80. NBC. William J. Hart 
zm; Roy F. Brown nat sls m; Venard, 
Rintoul & McConnell rep 

Lansing, WJIM-TV (6) 2820 East Saginaw 
St., zn 4. Ivanhoe 2-1333. AA hr $1.000, 
m $200, ID $100..CBS, NBC. Harold F. 
Gross p & gm; Keith R. Oliver. loc sls 
m; Blair TV rep. 

Marquette, WLUC-TV (6) Box 546. GR 
5-4161. A hr $300. m $60, ID $30. CBS, 


NBC, ABC. John H. Borgen gm; Ray 
R. Anderson loc sls m; Young rep. 

Saginaw, WKNX-TV (57) 221 S. Washing- 
ton Ave. py 3-4471. A hr $375, m 
$75, ID $37.50. CBS. William J. Edwards 
p & gm; Robert oi. Chandler cm; Gill- 
Perna > 

Traverse City, WPBN-TV (7) Paul Bunyan 
ae a, indsor 7-7675. AA hr $320, m 
$64, ID $32. NBC, ABC. Harry Travis st 
m; Robert E. Detwiler sis m; Venard, 
Rintoul & McConnell rep. Sold in com- 
bination with WTOM-TV Cheboygan. 


MINNESOTA 
Alexandria, KCMT (7) Seventh & Fillmore, 
Rockwell 3-5166. AA hr $300, m $70, ID 
$30. NBC, ABC. Glenn W. Flint gm; 
Ken Schneider rgnl sls m; Avery-Knodel 


rep. - 

Austin, KMMT (6) Hemlock 3-8836. AA hr 
$350, m $70, ID $35. ABC. Thomas L. 
Young gm; Don Jones loc sls m; Avery- 
Knodel rep. 

Duluth, KDAL-TV (3) 10 E. Superior St., 
zn 2. Randolph 2-4466. AA hr $550, m 
$125, ID $55. CBS. Odin S. Ramsland 
gm; John Grandy sls m; Avery-Knodel 


rep. 

Duluth-Superior, Wis., WDSM-TV (6) 230 
E. Superior St., zn 2. Randolph 7-8484. 
AA hr $600, m $150, ID $60. NBC, ABC. 
Robert J. Rich gm; Rick Pearson cm; 
PGW. Hurley reps. 

Mankato, KEYC-TV (12) Lee Blvd., N. 
Mankato. 7905. A hr $300, m $60, ID 
$25. NBC. Bob Gardner st m; Walter 
J. Rothschild nat sls m; Branham rep. 

Minneapolis-St. Paul, KMSP-TV (9) 180 
Foshay Tower, zn 2. Federal 9-8811. AA 
hr $1,200, m $240. ID $96. vtr. Donald 
Swartz p & gm; Richard Butterfield vp 
chg sls; Young rep. 

Minneapolis-St. Paul, KSTP-TV (5) 3415 
University Ave., St. Paul, zn 14. Midway 
5-2724. AA hr $1,650, m $420, ID $190. 
NBC. vtr. Stanley E. Hubbard _p & gm: 
Marvin L. Rosene vp chg sls; Petry rep. 

Minneapolis-St. Paul, WCCO-TV (4) 50 S. 
Second St., zn 2. Federal 8-0552. AA hr 
$1,700, m $600, ID $225. CBS. vtr. F. 
Van Konynenburg exec vp; Robert N. 
Ekstrum g sls m; PGW rep. 

Minneapolis, WTCN-TV (11) 2925 Dean 
Bivd., zn 16. Walnut 7-8881. AA hr $1,- 
500, m $340, ID $155. ABC. vtr. Theo- 
dore C. Streibert vp & gm; Arthur M. 
Swift st m: Robert Fransen Tv sls m: 
Katz rep. 

Rochester. KROC-TV (10) 10° First Ave 
Bldg. Atlas 9-3924. AA hr $300, m $60, 
ID $30. NBC. G. David Gentling gm; 
Willard Lampman sls & st m; Venard, 
Rintoul & McConnell rep. 


MISSISSIPPI 
Columbus, WCBI-TV (4) Highway 12 
North. Fairfax %5631 ‘4A hr $189. ™m 
$40, ID $15. CBS. NBC, ABC. P. B. 
Hinman gm; W. W. Whitfield asst m; 
Everett-McKinney, Ayres reps. 
Greenwood. WABG-TV (6) Highway 82 
West. Gladstone 3-4001. A hr $200. m 
$40, ID $24. CBS. Don Neil m; Weed 


WDAM-TV (7) Box 
649. Juniper 4-8441. AA hr $200, m $40, 
ID $20. NBC. ABC. Marvin Reuben vp & 
gm; Jerry Keith sls m; Weed rep 

Jackson, WITV (12) Box 8187. 37 26311. 
AA hr $450. m $120, ID $60. CBS. vtr. 
Owens F. Alexander st & nat sis m; 
Sandy McMillan merch m; Katz rep. 

Jackson, WLBT (3) 715 S. Jefferson, zn 
2. Fleetwood 2-2691. AA hr $450. m 
$120 ID $50. NBC, ABC. vtr. Fred_L. 
Beard gm; Frank Gentry sls m; Hol- 
lingbery rep. 

Meridian. WTOK-TV (11) Southern Bldg. 
483-1441. AA hr $375. m $85, ID $37.50. 
NBC. ABC. Robert F. Wright p & gm; 
W. B. Crooks Jr. vp & cm; Bolling rep. 

Tupelo. WTWV (9) Beech Springs Rd. 
Vinewood 2-7620-22. A hr $200, m $40, 
TD $24. NBC. Frank K. Spain gm; 
Charles H. Hicks Jr. cm; Jack Masla 
rep. 


rep. 
Hattiesburg-Laurel. 
1 


MISSOURI 

Cape Girardeau, KFVS-TV (12) 324 Broad- 
way. Edgewater 5-5511. AA hr $600. m 
$150, ID $60. CBS. Oscar C. Hirsch p & 
=m: Robert O. Hirsch mgr tv optns: Bol- 
ling rep. 

Columbia. KOMU-TV (8) Hwy 63 S. Gib- 
son 2-1122. AA hr $330. m $75, ID _ $33. 
NBC, ABC. Glenn G. Griswold gm; John 
O. Conwell cm: Avery-Knodel rep. vtr. 

Hannibal. Quincy, Ill.. KHQA-TV_ (7) 

4 .. Quincy. Baldwin 2-6200. A 
hr $400, m $90, ID $35. CBS. Walter 
J. Rothschild gm & nat sls m; Bran- 
ham rep. 

Jefferson City, KRCG-TV (12) Callaweyv 
Hills Farms, Hwy 54 N. 6-6188. AA hr 
$330. m $75, ID $33. Robert Blosser gm; 








lace J. Jorgenson asst mng d sls; CBS- 
TV Spot Sales rep. 

Charlotte, WSOC-TV (9) 1901-25 N. 
Tryon i zn 1. Franklin 6-8501. AA hr 

. $275, ID $112.50. NBC, ABC. 
Larry Walker exec vp & = Cc. George 
Henderson g sls m; H-R r 

Durham-Raleigh, WTVD ab P5410 Broad 
St. 2-2111. AA hr $850, m $170, 20-sec 
$150, ID $85. CBS, ABC. vtr. Harmon L. 
Duncan & Floyd Fletcher, gms; Mike 
Thompson sis m; Petry rep. 

Greensboro, WFMY-TV (2) Phillips Ave. 
at White St. Broadway 40114. A hr 
$1,000, AA m $200, ID $100. CBS, ABC. 
vtr. Gaines Kelley gm; Richard W. Hol- 
loway sis m; arrington, Righter & 
Parsons rep. 

Greenville, WNCT (9) Evans St. ext. 
26181. ‘AA hr $450, m $100, ID $40. 
CBS, ABC. A. Hartwell Campbell gm; 
John G. Clark Jr. cm; Hollingbery rep. 

Raleigh-Durham, WRAL-TV (5) 2619 
Western Blvd. Vance 82511. AA hr 
m $170, ID $85. NBC. vtr. Fred Fletcher 
exec wp Bernie Whitaker nat sis m; 
H-R r 

Washington, WITN (7) Box 468. Whitney 
6-3131. AA hr $400, m $100, ID 9 NBC. 
vtr. W. R. Roberson Jr. p & g » Ae 
Patterson exec vp; Helen O'Mary sls 
rom m; Bolling rep. 

w Imington, WECT WA ~~ W. Shipyard 
Blvd. Roger 3-4666. r $425, m $100, 
ID $42.50. NBC, CBS. ABQ vtr. Claud 
O’Shields gm & sis m; Betsy Everett 
prom d; Weed rep. 

w inston-Salem-Greensboro, WSJIS-TV (12) 
419-21 N. Spruce St. Park 5-2311. A hr 
$750, m $150, ID $75. NBC. Harold Es- 
sex p & gm; Harry B. Shaw vp for 
sls; Richard Barron asst gm; PGW rep. 





NORTH DAKOTA 


Bismarck, KXMB-TV (12) Box 358. CA 
3-9197. AA $150, m $30, ID $15. CBS, 
ABC. David J. Blackstead st m; W. L. 
Hurley vp chg sls. Satellite of KXJB- 
TV Valley City. 

Bismarck, KFYR-TV (5) 200% Fourth St. 
Capital 3-0900. AA hr m $75, ID 
$37.50. NBC, ABC. William "Ekberg Pp 
& gm; Cal Culver st m; A. L. Anderson 
g sis m; Blair TV rep. 

Dickinson, KDIX-TV (2) 119th Second Ave. 
W. 224-5133. AA hr $175, m_ $35, ID $17.50. 
CBS, ABC. Stanley T. Deck gm; Mel 
Hallock nat sls m; Bob Weiler loc sls 
m: Forioe rep. : 

Fargo, KXGO-TV (11) 4000 W. Main St. 
Adams 5-4461. AA hr $300, m $75, ID 
$37.50. ABC. vtr. John W. Boler p & 
gm; Steve Winter sls m; Meeker rep. 

vom, WDAY-TV (6) 207 bs Fifth. Adams 
2-3371. AA hr $600, m $130, ID $60. NBC. 
Tom Barnes exec vp; Jack Lester sls 
m; PGW rep 

Grand oF gg “KCND-TV (12) Pembina 
Broadcasting Co., Box 110. 4-4611. A hr 
$400, AA m $120, ID $48. NBC. CBS, 
ABC. Harry F. Rice p; Robert F. Luk- 
kason exec vp & gm; Meeker rep. 

Grand Forks, KNOX-TV (10) Box 1110, 
State Mill Rd. 4-4611. A hr $200, m $40, 
ID $15. ABC. Robert C. Lukkason gm; 
Meeker rep. ' 

Minot, KMOT (10) 200% Fourth St., Bis- 
marck. Capitol 3-0900 Curt Sorbo res 
m; A. L. Anderson g sis m; Blair TV 
rep. Satellite of KFYR-TV Bismarck. 

Minot, KXMC-TV (13) Hwy > S. Temple 
82-104. AA hr $250, m wy D $25. CBS. 
ABC. Chester Rieten ‘y gm; Henry 
Beuchler loc sls m; Winttam L. Hurley 
nat sls m; Weed re 

Valley City, KXJB-TV (4) 4000 W. Main, 
Fargo. Adams 5-4461. AA hr $625, m 
“_ ID $75. CBS. vtr. John W. Boler 
Pe gm; Jim McGuire cm; Weed rep. 

w & Rong KUMV-TV (8) 223 S. Main. GR 
3-6388. NBC. Les Kleven st m; — 
Anderson g sls m: Blair TV rep. Satel- 
lite of KFYR-TV Bismarck. 


OHIO 
Akron, WAKR-TV (49) saneetaion Center, 
853 Copley. Portage 2-8811. A hr $300, m 


$60, ID $30. ABC. Roger G. Berk vp & 
gm; Kenneth M. Keegan vp sls; Mc- 
Gavren rep. 

as - WCPO-TV (9) 2345 Symmes 

zn 6. University 1-9000. AA hr 

sr 400, m $400, 20-sec $380, ID $190. ABC. 

. C. Watters vp & gm; Glenn Miller 
ot g & sls m: Blair TV rep. 

Cincinnati, WKRC-TV (12) 1906 a 
Ave., = 19. Garfield 1-1750. hr 
$1.300. $360, 20-sec $350. 1s $175. 
CBS. Sam Johnston gm; Charles Dwyer, 
asst g & sis m; Katz rep. 

Cincinnati WLW-T (5) 140 W Ninth St., 
zn 2. Cheney 2-12. AA hr $1,600, o— 
ID $180. NBC. vtr. John T. Murphy, 
chg tv & gm; James T. ‘‘Steve” B. 
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and 





sls m; Bomar Lowrance, Crosley 
NBC Spot Sales reps. 

Cleveland, KYW-TV (3) 1403 E Sixth St., 
zn 14. Superior 1-4500. AA hr_ $2,200, m 
$600, ID $300. NBC. vtr. George H. 
ar oe gm; Albert P. Krivin sls m; 

vA 

Cleveland, PWEWS (5) 3001 Euclid Ave., 
zn 15. Henderson 2-1500. AA hr $1,900, 
m $625, ID $300. ABC. vtr. James C. 
Hanrahan vp & gm; Jay S. Kerekes nat 
adv m; Blair TV rep. 

Cleveland, WIW-TYV (8) > Roy Ave., 
zn 15. ‘Tower 1 r $2,000, m 

, ID $275. CBS. — J Wickman 
mng d; Frank Barron g sis m; Katz 


rep. 

Columbus, ee yy (10) 770 Twin Rivers 
3 Capitol 8-3538. AA hr $1,200, m $200, 

D $100. CBS. Richard A. Borel tv d: 
Robert D. Thomas sls m; Blair TV rep. 

Columbus, WLW-C (4) 3165 Olentangy 
River Rd., zn 2. Amherst 3-5441. AA hr 
$1,150, m $250, ID $125. NBC. Walter E. 
Bartlett gm; Richard E. Reed sis m; 
Bomar Lowrance, WLW Sales and NBC 
Spot Sales reps. 

Columbus, WTVN-TV (6) 753 Harmon 
Ave., zn 23. Capital 8-5801. AA hr $1,000, 
m $260, ID $125. ABC. S. T. Johnston 
gm; F. Von Stade, nat sls m; Katz rep. 

Dayton, WHIO-TV (7) 1414 Wilmington 
Ave., zn 1. Clearwater 4-5311. AA hr 
$950, m $230, ID $100. CBS. Robert H. 
Moody exec vp & gm; Stan Mouse retail 
sls m; Hollingbery rep 

Dayton, WLW-D (2) 4505 S. Dixie Hwy. 
Axminster 2101, AAA hr $1,200, m 
$285, ID $125. NBC, ABC. George Gray 
gm; Dale A. Bsn BS ~ m; WLW Sales, 
Bomar _ Low 
Lima, WIMA-TV. 35). “y424 Sie Ave, op 
tal 5-3010. A hr $200, $40, 

ABC, CBS. NBC. J. ge fe, of: & 
sls m; McGavren rep. 

Steubenville, WSTV-TV (9) Exchange 
Realty Bidg. +e 2-6265. AA hr 
$600, m $140, ID $65. CBS, ABC. John 
J. Laux ~My vp & gm; Joseph M. 
Troesch asst gm; Avery-Knodel rep. 

Toledo, WSPD-TV (13) 136 Huron St., zn 
4. Cherry 86201. AA hr $1,000, m $265, 
ID $133. ABC, NBC. vtr. Joseph W. 
Evans Jr. gm; Katz rep. 

Toledo, WTOL-TV (11) 604 Jackson St., 
zn 4. Cherry 4-7411. AA hr on request, m 
$250, ID $125. CBS, NBC. Thomas S. 
Bretherton exec vp & gm; George J. 
Kapel g sls m; H-R rep. 

Youngstown, WFMJ-TV_ (21) a Ww. 
Boardman St. Riverside 4-8611. A hr 
$400, m $80, ID $40. NBC. Mitchell F. 
Stanley st m & sls m; Bolling rep. 

Youngstown, WKBN-TV (27) 3930 Sunset 
Blvd., zn 1. Sterling 2-1145. A hr $450, 
m $90, ID $45. CBS. vtr. Warren P. 
Williamson Jr. p & gm; David V. Stew- 
art, sls d; Raymer rep. 

Youngstown, WKST-TV (33) 3800 Shady 
Run Rd., zn 7. Sterling 8-2424. A hr 
$400, m $80, ID $40. ABC. 
send st m; Robert C. Harnack sls m; 
Weed rep. 

Zanesville, WHIZ-TV (18) Lind Arcade 
Bldg. N. Fifth St. Gladstone 2-5431. A hr 
$150, m $30, ID $15. NBC, CBS, ABC. 
Allan Land mng d; Nate Miller, sls d; 
Pearson rep. 


OKLAHOMA 

Ada, KTEN (10) Box 10. Federal 2-4941. 
A hr $250, m $40, ID $20. ABC, NBC, 
CBS. vtr. Bill Hoover p & gm; Jack 
Hoover prodn m; Weed rep. 

Ardmore-Sherman-Denison, Kx (12) 
Hwy 75 N.. Sherman. TW 2-8123. A hr 
$200, m $40, ID $20. NBC, CBS, ABC. 
Cc. L. Hinkle st m; Amory Johnston nat 
sls m; Venard, Rintoul & McConnell rep. 

Lawton, KSWO-TV (7) Box 699, Lawton, 
Elgin 5-7000. Wichita Falls 723-2233. 
ther m $90, ID $45. ABC. R. H. 
Drewry, & gm; Al Hazelwood, cm; 
Venard, Rintoul & McConnell rep. 

Oklahoma City, KOCO-TV (5) 63rd & Port- 
land. Victor 2-6633. A hr $800, m $160, 
ID $150. ABC. vtr. Ben K. West vp & 
gm; Alex Kolensky sls m; Blair TV rep. 

Oklahoma City, KWTV (9) 7401 N. Kel- 
ley, zn 14. Victor 3-6641. AA hr $950, m 
$250, ID $120. CBS. vtr. Edgar T. Bell 
exec vp & gm: R. J. DeLier sls & asst 
st m; Petry rep. 

Oklahoma City, WKY-TV (4) 500 E. Brit- 
ton Rd., zn 14. Trinity 8-2161. AA hr 
$950, m $240, ID $120. NBC. vtr. Norman 
P. Bagwell vp & st m; Tom Parrington 
nat sls m; Katz rep. 

Tulsa, KOTV (6) 302 S. Frankfort, zn 20. 
Luther 2-9233. AA hr $825, m $220, ID 
$110. CBS. vtr. George A. Stevens vp & 
gm: Dale E. Hart. cm: H-R rep. 











Tulsa, KTUL-TV (8) Box 9697, Lookout 
Mt. Hickory 6-6184. A hr $650, m $170, 
ID $80. ABC. vtr. Bill Swanson vp & 
gm; Hugh Finnenty loc-regnl sls m; 
Jim Black nat sls m; Avery-Knodel rep. 

Tulsa, KVOO-TV (2) 3701 S. Peoria, zn 

Riverside 2-5561. AA hr $750, m $192.50, 
ID $87.50. NBC. vtr. John Devine gm; 

Tom Belcher cm; Petry rep. 


OREGON 
Coos Bay, KCBY-TV (11) Box 67. CO 7- 
A hr $150, m $30, ID $15. NBC. 
Robert P. Booth P; Milton Lindley st 
m; Hollingbery rep. 
Eugene, KEZI-TV (9) 2225 Cobury Rd. 
96, m $99, ID 


$41. ABC. Donald McDonald > Marvin 
A. Krenk gm; Meeker rep. 

Eugene, KVAL-TV (13) Box ses, Blanton 
Hts. Diamond 3-2551. AA $396, m 
$99, ID $41. NBC. S. W. Seoteesar gm; 
Glenn E. Nickell sls m; Hollingbery rep. 

Klamath Falls, KOTI-TV (2) 239° Main 
St., Tuxedo 4-8131. AA hr $200, m $56, 
ID $24. ABC, CBS, NBC. Richard W. 
Green st m; Jerold R. Poulos nat sls 
m; Young, Art Moore reps. 

Medford, KBES-TV (5) 2000 Crater Lake 
Hwy. Spring 3-4581. AA hr $250, m $70, 
ID $30. CBS, ABC. Jerold R. Poulos st 
m; Robert O. Lindstrom sls m; Young, 
Art Moore reps. 

Portland, KGW -TV (8) Peg - SW 13th Ave., 
zn 5. Capi tal 3-6364. hr $900, m $315. 
ID $125. NBC. vtr. Walter E. Wagstaff 
st m; John H. Pindell sls m; Blair TV 


rep. 

Portland, KOIN-TV (6) 140 SW Columbia 
St., zn 1. Capitol 8-3333. AA hr $900, m 
$312.50, ID $125. CBS. vtr. C. Howard 
Lane p & mng d; John L. Palmer nat 
sls m; CBS-TV Spot oes rep. 

Portland, KPTV (12) 735 SW 20th Pl., zn 
= Capitol 2-9921. AA 1, $950, m $315, 

ABC. vtr. John S. Hansen gm; 

Donsid Tykeson a m; Albert R. Mc- 
Laughlin, Petry re 

—. ag (4) hn 1345. Orchard 2- 
1721. hr $150, m 4 ID $15. NBC. 
py Boe st & sis m:_Hollingbery 
rep. Optional affiliate of KVAL-TV Eu- 
gene. 


PENNSYLVANIA 

Altoona, WFBG-TV (10) 5000 Sixth Ave., 
Commerce Park. Windsor 4-2031. AA hr 
$1,000, m $220, ID $110. CBS, ABC. vtr. 
Frank Palmer gm; Robert E. Miller sls 
m; Blair TV rep. 

Eric, WICU-TV (12) 3514 State St. Glen- 
dale 4-5201. A hr $700, m $150, ID $75. 
NBC, ABC. Ben McLaughlin vp & gm; 
Bob Lundquist cm; Blair TV rep. 

Erie, WSEE-TV (35) 1220 Peach St. Glen- 
dale 5-7575. A hr $300, m $50, ID $25. 
CBS, ABC. Donald M. Boyce gm; Mrs. 
Lu Miller prom m; Devney, O’Connell 
reps. 

Harrisburg, WHP-TV (55) 216 Locust >. 
Cedar 4-3211. A hr $325, m $65, 
$32.50. CBS. Cecil M. Sansbury an 
George Gottschalk tv sls m; Bolling rep. 

Harrisburg, WTPA (27) 3235 Hoffman St. 
Cedar 8-7171. A hr $450, m $95, ID $48. 
ABC. Donald D. Wear gm; Allen P. 
Solada sis m; Harrington, Righter & 
Parsons rep. 

oe. WARD-TV (56) 235 Franklin 


CBS, ABC. William D. Confer gm; 
Weed rep. 
Johnstown, WJAC-TV (6) 329 Main St. 
7-8711. AA hr $1,100, m $300, ID $138. 
NBC. Alvin D. Schrott exec vp & gm; 
John Hepburn sls m; Harrington, 
Righter & Parsons reps. 

Lancaster, WGAL-TV (8) Lincoln Hwy W. 
& Abbeyville Rd. Express 3-5851. AA hr 
$1,2 m_ $325, ID $120. CBS, NBC. vtr. 
eae R. McCollough p & gm; Harold E. 
Miller st m; J. Robert Gulick asst gm 
chg sls; Meeker rep. 

Lebanon, WLYH-TV (15) R. C. N. 5 Tele- 
vision Hill. Crestview 3-4551. A hr $300, 
m $50, ID $20. ABC. Joe Zimmerman 
gm; Robert Rice sls m; Blair TV rep. 

New Castle, WKST-TV (see Youngstown, 


O.) 

Philadelphia, WCAU-TV (10) City & Mon- 
ument Aves., zn 31. Greenwood 717-8300. 
ane hr $3,800, ID $425. CBS. vtr. John 

vp & gm; James E. Conley 
m; CBS-TV Spot Sales rep. 

Phitadelphis WFIL-TV (6) 46th & Market 
Sts., zn 39. Evergreen 2-4700. AA hr 
$4,000, ID $475. ABC. vtr. Roger W. 
Clipp vp & gm; George A. Koehler st 
m; Kenneth W. Stowman g sls m; Blair 

rep. 


oe, WRC-TV (3) 1619 Walnut 


m $1,000, ID $440. NBC. vtr. Theodore 
Ww alworth Jr. st m & sls d; Chester R. 
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dad loc sls m; NBC Spot Sales 
Pittsburgh, KDKA-TYV (2) 1 Gateway Cen- 


Jerome R. Reeves gm: Henry V. Greene 

Jr. sls m;_TvAR re 
Pittsburgh, WIIC (iy 341 Rising Main 
Ave., zn 14. Fairfax 1-8700. AA hr $2,000, 
m $500, ID $225. NBC. - Robert A. 
Mortensen exec vp & gm; Roger D. Rice 

sls m; Blair TV re 
Pittsburgh, WTAE ( ) oe i Asguees Bivd., 
zn 30. Churchill 24300. 1, m 
ID $250. _ Frenkite’ Cc. 


Snyder vp & gm; Alan Trench sls m; 
Katz rep. 

Scranton, WDAU-TV (22) 1000 Wyoming 
Ave., = 9. Diamond 2-7634. AA hr $600, 
m $135, ID $62.50. CBS. Robert Mc- 
Dow h ‘st m; Francis H. Conway g sls 


m; 

snide WNEP-TV (16) 333 Madison 
Ave. Diamond + AA hr $625, m 
$135, ID $63. BC. Thomas P. Shel- 
bourne exec vp & gm; Malcolm W. Dale 
g sis m; Petry rep. 

Wilkes-Barre, WBRE-TV (28) 62 S. Frank- 
lin. Valley 3-3101. AA hr ~ yt m $130, 
20-sec $120. NBC. vtr. David Balti- 
more vp & gm; Franklin D: Cuslett sls 
m; Bolling rep. 

York, WSBA-TV (43) S. Queen St. Ext. 
York 25-531. A hr $200, $37.50, ID 
$20. ABC. Robert M. Stough, st m; H. 
David Berlin sls m; Jack Masla rep. 


RHODE ISLAND 
Providence, WJAR-TV (10) 176 Weybosset 
St., zn 2. Gaspee 1-8255. AA hr $1,550, 
m $350, ID $175. NBC, ABC. vtr. David 
i. ee 2 m; Ed Boghosian nat sls 
m; Petry 
providenee, WPRO-TV (12) 24 Mason St. 
zn 2. Plantations 1-9776. AA hr $1,500, 
m $350, ID $175. CBS. vtr. Joseph P. 
Dougherty gm; Eugene W. Wilkin sls 
m; Blair TV rep. 


SOUTH CAROLINA 
Anderson, WAIM-TV (40) 321 Kingsley 
hr $ $30, 


CBS. Roland Weeks st m; Virgil 
V._Evans Jr. nat sls m; PGW _ rep. 
Charleston, WUSN-TV (2) Mt. Pleasant. 
Tulip 4-4141. AA hr $400, m $100, ID 
$40. NBC, lw vtr. J. Drayton Hastie 
Tous Jr. nat sls & prom 


Columbia, WIS. TV (10) 1111 Bull St. Al- 
pine 3-8356. AA hr $650, m $200, ID 
$75. NBC, ABC. Cue A. Batson mng 
d; Law Epps sls PGW rep. 

Columbia, WNOK-TV’ (67) 1811 Main St., 
Box 5307. Alpine 2-7737. AA hr $200, m 
$40, ID $20. H. Moody McElveen Jr. vp 
& gm; David C. Phillips sls m; Raymer 


rep. 

Florence, WBTW (8) N. Irby St. Ext., 
Box 630. Mohawk 2-1565. AA hr $400, m 
$100, ID $45. CBS, ABC, NBC. J. Wil- 
liam Quinn mng d; og H. Brock sls 
m; CBS-TV Spot a re 

Greenville, WFBC-T (4) 505 ‘ e-wes 
St. Cedar 9-1321. MA hr $650, m $135 
ID $68. NBC. vtr. Kenneth Beachboard 
m; Robert Q. Glass Jr. cm: Avery- 
Knodel rep. 

Greenville, WLOS-TV Poinsetta Hwy. 
Cedar 9-8471 (See Asheville, N. C.) 

Spartanburg, WSPA-TV (7) 123 N. Con- 
verse St. 583-3621. AA hr $525, m $120, 
ID $62.50. CBS. Walter J. Brown p & 
gm: Roger Shaffer nat sls m: Holling- 
bery rep vtr. 


SOUTH DAKOTA 

Aberdeen, KXAB-TV * Country Club Rd. 
Baldwin 5-4350. AA hr $150, m $30, ID 
$15. NBC, ABC. Neal Edwards g & 
sls m; Bill Karl prom m; Hurley, Soder- 
lund reps. Affiliate of KXJB-TV Valley 
City, N. Dak. 

Deadwood, KDSJ-TV (5) Satellite of 
KRSD-TV Rapid City. 

Florence, KDLO-TV_ (3) Satellite of 
KELO-TV Sioux Falls. 

Lead, KDSJ-TV (5) Satellite of KRSD-TV 
Rapid City. 

Rapid City, KOTA-TV (3) wg . 
Box 1752. Fillmore 2-2000. AA 
m $50, ID $20. CBS, ABC. ee s. 4 ~~ 
hamel p & gm: William F. Turner bus & 
cm; Sandra Keene prom m; Bolling rep. 

Rapid City, KRSD-TV (7) 1438 yy 
iew Rd. Fillmore 2-6050. A hr $180, 
m $38, ID $14. NBC, ABC. Truman H. 

Walrod st & sls m; Jack Masla rep. 





Reliance, KPLO-TV (6) C. J. Johnson st 
m. Satellite of KELO-TV Sioux Falls. 
Sioux Falls, KELO-TV (11) Phillips at 
13th. ED 8-9631. AA hr $700, m $175, ID 
rs a ee wees Evans A. Nord g & sis 


H-R rv 
sleux Falls, KSOO-TV (13) 205 N. Phillips 
Ave. Edison 4-5601. AA hr $450, m $155, 
ID $52.50 with KCMT Alexandria and 
KORN-TV Mitchell. NBC. Morton H. 
Henken p & gm; Pat Patterson g sls m; 
Avery-Knodel rep. 


TENNESSEE 

Chattanooga, WDEF-TV (12) 3300 Broad. 
Amherst 7-3392. AA hr $450, m $100, ID 
$50. CBS. Otis H. Segler gm; Margo 
Bonney nat sis sec; Branham =. 

Chattanooga, WRGP-TV (3) 1214 McCallie 
Ave., zn 4. Oxford 8-1505. AA hr $450, 
m $100, ID $50. NBC. Harry D. Burke 
vp & gm; George P. Moore sis m; H-R 


rep. 

Chattanooga, WTVC (9) wy" on. 
Amherst 6-4151. AA hr $450. 
$50. ABC. — Lg gm; es v 1ine. 
sor cm; 

Jackson, WDXLTV. Pin Box 309 17-9611. 
AA hr $250, m $50, ID $25. ABC, CBS. 
John E. North vp. g¢ & sis m; Venard, 
Rintoul & McConnell rep. 

Johnson City- er rt-Bristol, WJHL-TV 
(11) Box 1080. 14! Main St., Johnson 
City. Walnut 6-2151. ‘AA hr $300, m 
ID $30. CBS, ABC. W. H. Lancaster Jr. 

gm; J. Will Hall sls m; Pearson re 

Knoxville, WATE-TV (6) 612 Gay St. 
524-4651. AA hr $700, m $160, ID $10, 

NBC Ww. H. Linebaugh rs & gm; J. 
McCloud sis d; Avery-Knodel rep 

Knoxville, WBIR-TV (10) 1513 Hutchison 

—, zn 17. 5-8101. AA hr $600, m $140, 
. CBS. John P. Hart, g & nat 
4 m; R. S. Quinn loc sls m; Katz rep. 

Knoxville, WTVK (26) — 1388. zn_1. 
68-72312. AA hr $300, $60, ID $30. 
ABC. John A. Engelbrecht p & gm; Wil- 
liam E. Eckstein sis-pgm m; Pearson 


rep. 

Memphis, rae -TV (13) 1381 Madison 
Ave., zn Broadway 2-3441. AA hr $900, 
m $225, ib $113. ABC. D. A. Noel gm: 
Gorden Lawhead nat sis m; Alex Bonner 
loc sls m; H-R rep. 

Memphis, WMCT (5) 1960 Union Ave. 
Broadway 2-0552. AA hr $900, m $250, 
ID $100. NBC. H. W. Slavick gm; Earl 
Moreland st m; Blair TV rep. 

Memphis, WREC-TV (3) Hotel Peabody 
Bldg. Jackson 5-1313. AA hr $1,000, m 
$240, ID $113. CBS. Hoyt B. Wooten gm; 
Charles Brakefield cm; Katz rep. 

Nashville, WLAC-TV (5) 159 Fourth Ave. 
N. Chapel 2-4331. AA hr $950, m $200. ID 
$110. CBS. T. B. Baker Jr. exec vp & 
gm; Bob Reuschle g sis m; Katz rep. 

Nashville, WSIX-TV (8) Nashville Trust 
Bldg., 315 Union St., zn 3. Alpine 5- 
5431. AA hr $825, m $185, ID $93. ABC. 
E. S. Tanner exec vp & gm; James S. 
McMurray tv sls m; PGW rep. vtr. 

—s WSM-TV (4) Seventh & Union, 

n 3. Alpine 4-5656. AA hr $950, m $200, 
ID $100. NBC. Irving C. Waugh gm; Hi 
Branham cm; Petry rep. vtr. 


TEXAS 

Abilene-Sweetwater, KPAR-TV (12) 7400 
College Ave., Box 1475 Lubbock. Sher- 
wood 4-2345. AA hr $200, m $40, ID $20. 
CBS. vtr. at parent station KDUB-TV. 
Jimmie Isaacs p; R. S. ‘“‘Bud’’ Nielsen 
g sls m; John Henry nat sls m; Bran- 
ham rep 

Abilene, KRBC- TV (9) 4510 S. 14th St. 

OW 2-4242. AA hr $247.50. m $48, ID 
$24. NBC. William Terry st m; George 
Dixon loc sls m; Bolling rep. 

Amarillo, KFDA-TV (10) Box 1400. Cherry 
at Broadway. Evergreen 3-2226. AA hr 
$340, m $75, ID $38. CBS. vtr. John 
Tyler gm; Blair TV rep 

Amarillo, KGNC-TV (4) 5000 N. Polk St. 
Evergreen 3-3321. AA hr $370, m $95, ID 
$45. NBC. vtr. Bob Watson gm; Bill 
Clarke sls & st m; Katz rep 

Amarillo, KVII (7) Box 925" Hwy. 287. 
Fleetwood 6-5241. A hr $300, m $60, ID 
$30. ABC. vtr. Charlie Keys gm; George 
Collie nat sls m; Bolling rep. 

Austin, KTBC-TV (7) 10th and Brazos. 
Box 1155, zn 63. Greenwood 2-2424. AA 
hr $525, m $120, ID $60. CBS, ABC, tw 
vtr. J. C. Kellam p & gm; O. P. 
Bobbitt vp & g sls m; Raymer Be, 

Beaumont, KFDM-TV (6) 2955 Freeway 
West. Twinbrook 2-6622. A hr $400, m 
$90, ID $54. CBS, ABC. vtr. C. B. Locke 
exec vp & gm; Mott M. Johnson optns 
~ sls m; David Russell loc sls m; Ww 


rep. 
Beaumont-Port Arthur, KPAC-TV (4) 
Woodworth & 17th St., Port Arthur. 
Yukon 5-5557. AA hr $400, m $100, 20- 
sec $80, ID $48. NBC, ABC. Julius M. 





Gordon p & gm; Mack Newberry cm; 


Big Spring, KEDY-TV (4) 7400 College 
ve., Box 1475. Lubbock. Sherwood 4- 
2345. AA hr $150, m $30, ID $15. CBS. 
vtr. at parent station KDUB-TV. Jack 
Wallace st m; R. S. “Bud’’ Nielsen g 
sis m; John Henry nat sls m; Branham 


rep. 

Bryan, KBTX-TV (3) E. 29th, Box 3237. 
Victor rs 3 ABC. Harry Lee Gil- 
lam vp & Boyce Oliver sis m; 
Partial satellite’ of KWTX- TV Waco. 
Venard, Rintoul & McConnell rep. 

Corpus Christi, KRIS-TV (6) 409 S. 
Staples. Tulip 3-6511. AA hr $400, m 

20-sec , ID $45. NBC. T. Frank 
Smith p & gm; W. M. Eikner vp; PGW 


rpus Christi, KZTV (10) Show Room 

t+ bas EE 41616, AA hr $400, m $100, 

CBS, ABC. Vann M. Kennedy 

¥ x gm; acer Mooradian cm; Bob 
ayne nat sis m; Branham rep. 

Dallas, KRLD-TV (4) oe . oe. zn 
saveemeee 2-6811. AA hr $1,300, m $350, 

> CBS. vtr. Roy M. Flynn vp & 
Gene Cuny g sis m; Branham rep 

Dallas, WFAA-TV (8) Young & Record 
Sts. RI 1-9631. AA hr $1,300, m $325, ID 
$200. ABC. vtr. Mike Shapiro gm; Dick 
Drummy asst m; Petry rep 

El Paso, KELP-TV (13) 4530 Delta St., 
Box 105. Keystone 3-5911. AA hr $400, 
m $90, ID $40. ABC. Gene Roth gm; Ira 
Hartsfield sls m; Young rep. 

El Paso, KROD-TV (4) 2201 Wyoming St. 
Keystone 2-6551. AA hr $495, m $125, ID 
$60. CBS. Cecil L. Trigg gm; George 
Collie nat sls m; Larry Daniels loc sls 
m; Bolling rep. 

El Paso, ers b— 801 N. Oregon St. 
Keystone 2-5423. hr $450, m $100, ID 
$45. NBC. K 


gm; 
Roy T. Chapman vp chg sls; Holling- 
bery rep. 

El Paso-Juarez, XEJ-TV (5) Box 442, El 
Paso A hr $120, m $22, ID $11. Pedro 
Meneses Hoyos gm; Ralph Fitzmaurice 
sls m; National Time Sales rep. 

Ft. Worth, KTVT (11) 4801 W. Freeway. 
Pershing 7-6631. AA hr $1,000, m $180. 
ID $90. vtr. Alvan G. Flanagan p; John 
Hopkins gm; Bill Andrews ¢g sls m; 
Blair TV rep. 

Ft. Worth, WBAP-TV (5) 3900 Barnett 
St., zn 3. Jefferson 6-1981, Ft. Worth; 
Andrew 2-5224, Dallas. AA hr $1,200, m 
$325, ID $175. NBC. vtr. Roy Bacus st 
m; Jack Rogers cm; PGW rep. 

Harlingen, KGBT-TV (4) 1519 W. Harri- 
son. Garfield 3-4880. AA hr $350, m $66, 
ID $35. CBS, ABC. vtr. Troy McDaniel 
gm; Joe Yowell nat sls m; Venard, Rin- 
toul & McConnell rep. 

Houston, KHOU-TV (11) 1945 Buffalo Dr. 
Box 11, zn 1. Jackson 9-4811. AA hr 
$1,300, m $350, ID $190. CBS. vtr. James 
C. Richdale Jr. vp & gm; Robert O. 
Paxson cm; H-R rep. 

Houston, KPRC- TV (2) 3014 S. Post Oak 
Rd., zn 1. Madison 3-9271. AA hr $1,300, 
m $350, ID $190. NBC. vtr. Jack Harris 
vp & gm; Jack McGrew st m & cm; 
Petry rep. 

Housten, KTRK-TV (13) 4513 Cullen 
Blvd., Box 12, zn 1. Jackson 6-1313. AA 
hr $1,300, m $350, ID $200. ABC. vtr. 
Willard E. Walbridge exec vp & gm; 
William Bennett cm; Hollingbery rep 

Laredo, KGNS-TV (8) 820 Convent Ave. 
Randolph 3-3674. AA hr $200, m $50, ID 
$25. CBS, NBC, ABC. Roy J. Bowman 
gm & sis m; Bolling rep. 

Laredo, KLTV (see Tyler) 

Lubbock, KCBD-TV (11) Box 1507, 5600 
Ave. A. Sherwood 4-1414. AA hr $400, m 
$100, TD $50. NBC, ABC. Joe H. Bryan! 
p & gm; George L. Tarter vp & sls m; 
Ray Poindexter nat sls m; Raymer rep. 

Lubbock, KDUB-TV (13) 7400 College Ave. 
Box 1475. Sherwood 4-2345. AA hr $400, 
m $100, ID $50. CBS. vtr. W. D. ‘‘Dub”’ 
Rogers p & gm; R. S. “Bud’’ Nielsen g 
sls m; John Henry nat sls m; Branham 
rep. 

Lufkin, KTRE-TV (9) 114% N. pas, Nep- 
tune’ 4-7771. A hr $250, m $60, ID $25. 
NBC, CBS, ABC. Richman Lewin vp & 
zm; Royce Christianson sls d; Venard, 
Rintoul & McConnell rep. 

Midland, KMID-TV (2) Box 2758. Mutual 
2-7321-22. AA hr $350, m $80, ID $42. 
NBC, ABC. Ray Herndon vp & gm; H. 
C. Evans sls m; Venard, Rintoul & Mc- 
Connell rep. 

Monahans, KVKM-TV (9) Drawer K, Ker- 
mit Highway. Wilson 3-3231. AA hr $200, 
m $40, ID $25. ABC. J. Ross Rucker 
gm; Pat Cullum pgm & prom m; Masla 

rep. 


Nacogdoches, KTES (19) Box 248. LO 4- 
4181. A hr $75, m $10, ID 


$5. Lee Scar- 
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borough p & gm. Affiliated with KTRK- 
TV Houston. 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 
Federal 7-8301. AA hr $400, m $90, ID 
$48. CBS. John — st m; Ed Costello 
sis m; Bolling re 

San Angelo, KCTV ’s) 1011 E. 28 St. 7183. 
A _ hr $225. m $42, 20-sec $35, ID_ $21. 
CBS. J. H. Hubbard gm; Jerry Burns 
em; Venard, Rintoul & McConnell rep. 

San Antonio, KCOR-TV (41) 111 Martinez 
St.. zn 4. Capitol 5-2751. A hr $200, m 
$35, ID $20. Nathan Safir exec vp & gm; 
Bill Lamar cm; Richard O'Connell rep. 

San Antonio, KENS-TV (5) Ave. E & 
Fourth St.. zn 6. Capitol 5-7411. AA hr 
$700. m $200. ID $120. S. vtr. Wayne 
Kearl st m; Bill Lydee nat sls m; PGW 


re 

San "antecie, KONO-TV (12) 1408 N. St. 
Mary's St., zn 6. Capitol 6-7611. AA hr 
$700. m $190, ID $105. ABC. vtr. James 
M. Brown vp & gm; Bob A. Roth p & 
em; Katz rep. 

San Antonio, WOAI-TV (4) 1031 Navarro 
St., zn 6. Capitol 7-4221. AA hr $700, m 
$200, ID $115. NBC. vtr. James M. 
Gaines p & gm; Edward V. Cheviot st 
m; Petry rep 

Sweetwater, KPAR- TV (see Abilene-Sweet- 
water) 

Temple-Waco, KCEN-TV (6) 17 S Third 


ID $40. NBC. Burton Bishop gm: Doug 
Thompson oat Ng Jim Gregg regni sis 
m: Blair 

Texarkana, KTAL-TV (6) Summerhill Rd. 
33-1133. AA hr $350, m $70, ID . CBS, 
ABC. Walter M. Windsor gm; Blair TV 


Seiee Eenodter. KLTV (7) Box 957, Kil- 
gore el E. Lyric 2-3873. AA hr $300, 
m $60, ID $35. NBC, ABC, CBS. Mar- 
shall H. eo vp & gm; John Lenox 
em; Bolling rep. 

Waco, KCEN-TV (see Temp 

Waco, KWTX-TV (10) 4520 , ae. 
Box 7128, Plaza 6-4451. A hr $375, 
$75. ID $37.50. CBS, ABC. M. 
*‘Buddy"’ Bostick gm; Pete McNee nat 
rgni sis m; Venard, Rintoul & McCon- 
nell rep. 

Weslaco, KRGV-TV (5) 309 S. Missouri 
Ave., zn 1. Woodlawn 83131. AA hr 
$350. m $65, ID $32.50. NBC. ABC. vtr. 
Charles L. Brooks st m; T. Marshall 
Weaver tv sls m: Raymer rep. 

Wichita Falls, KFDX-TV (3) Seymour 
Rd., Box 2040. 692-4530. A hr $400. m 
— ID $60. NBC. vtr. Darroid Can- 

an p; Howard H. Fry vp; Raymer rep. 

Wichita Falls, KSYD-TV (6) Box 2130. 
322-6957. AA’ hr $400, m $100, ID $60. 
CBS. vtr. Sydney Grayson p & gm; 
Lambert Cain cm: Blair TV rep. 


UTAH 

Ogden, KVOG-TV (9) 1538 Gibson Ave. 
Export 2-7535. AA hr $325, 20-sec $75, 
ID $37.50. Arch G. Webb gm; David B 
Affleck sls m; Grant Webb rep. 

Provo-Salt Lake City, KLOR-TV (11) Box 
44. Franklin 3-2951. AA hr $350, m $90, 
ID $45. vtr. Samuel B. Nissley gm; For- 
joe rep. 

Salt Lake City, a TV (4) 130 Social 
Hall Ave.. zn . Davis 2-5681. AA hr 
$650, m $200, ID 100. ABC. vtr. Norman 
Louvau vp & gm; Harold Woolley sls d; 
Katz rep. 

Salt Lake City, KSL-TV (5) 145 Social 
Hall Ave., zn 11. Elgin 5-4641. AA hr 
$600, m $180, ID $75. CBS. vtr. D. Len- 
nox Murdoch vp & gm; Lloyd E. Cooney 
g sls m; Blair TV rep. 

Salt Lake City, KUTV (2) 179 Social Hall 
Ave., zn 11. Davis 2-2505. AA hr $750, 
m $125, ID $62.50. NBC. vtr. Brent H. 
Kirk g sls & st m: Robert Smith nat 

sls m; Avery-Knodel rep. 


VERMONT 
Brattleboro, WRLP (see Greenfield, Mass.) 
Burlington, WCAX-TV (3) 100 _— Sq. 
University 2-5761. AA hr $500, $105 
ID $47.50. CBS. Stuart T. Martin Dp; 
John A. Dobson vp & sis m; Avery- 
Knodel rep. 


VIRGINIA 
Bristol, WCYB-TV (5) Cumberland St. 
North 9-4161. A hr $300, m $60, ID $30. 
NBC, ABC. Robert H. Smith p & gm; 
J. Fey Rogers vp & g sis m; Bolling 


rep. 

Hampton, WVEC-TV (see Norfolk) 

Harrisonburg, WSVA-TV (3) Rt 33, Raw- 
ley Pike. 4-4431. A hr $300, m $70, ID 
$35. CBS, NBC, ABC. Hamilton Shea 
p & gm; Richard H. Johnson g sls m; 
H-R rep. 

Lynchburg, WLVA-TV (13) 2820 Lang- 
horne Rd. Victor 5-1242. A hr m 
$60, ID $30. ABC. Phillip P. Allen » & 
gm; Thomas L. Turner sls m; Holling- 

bery rep. 
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Norfolk - Portsmouth - Newport News, 
WAVY-TV (10) 801 Middle St., Ports- 
mouth. Export 3-7331; 214 W. York St., 
Norfolk. Madison 7-2345. AA hr $850, m 
$200, ID $85. NBC. vtr. J. Glen Taylor 

& gm; Edward J. Hennessy g sls m; 
-R rep. 

Norfolk WTAR-TV (3) 720 Boush St., zn 
10. Madison 5-6711. AA hr $875, m $220, 
ID $110. CBS. vtr. Robert M. Lambe Jr. 

gm; Karl R. Nelson nat sis m; 
etry rep. 

Norfolk-Hampten, WVEC-TV (13) 110 
Third St. Madison 17-7605. AA hr $750, 
m $180, ID $80. ABC. vtr. Thomas P. 
Chisman p & gm: Harrol A. Brauer Jr. 
vp & sis 2. Katz rep 

Petersburg-Richmond, AWXEX- TV (8) 124 
W. Tabb St., Petersburg. Regent 3-7876. 
AA hr $750, m $140, ID $70. NBC. Irvin 
G. Abeloff vp, mng d & nat sls m; Law- 
rence Slon loc sls m; Young, Ayers reps. 

Richmond, WRVA-TV (12) 5710 Midlothian 
Pike, zn 25. Belmont 3-5461. AA hr $700, 
m $175, ID $70. ABC. vtr. Barron How- 
ard vp & gm; James D. Clark Jr. sls 
m; Harrington, Righter & Parsons rep. 

Richmond, WTVR (6) 3301 W. Broad St. 
Box 5229, zn 20. Elgin 5-8611. AA hr 
$875, m $160, ID $80. CBS. vtr. Wilbur 
M. Havens p & gm; William Kemple 
nat sls coordinator; Blair TV rep 

Roanoke, WDBJ-TV (7) 201 W. an 
Ave., Box 150. Diamond 3-8031. AA hr 
$700, m $190, ID $80. CBS, vtr. John 
Paw seg vp & m; Blake Brown cm; 
PGW 

Resneie. °WSLS-TV (10) Church Ave. & 
Third "St. SW. Diamond 4-9226. AA hr 
$725, m $190, ID $80. NBC. vtr. Horace 
Fitzpatrick vp & m; A. S. Trevilian Jr. 
em; Avery- Knodel rep. 


WASHINGTO 

Bellingham, KVOS-TV (12) N51 Ellis. Re. 
gent 3-4567. AA hr $725, m $181.25, 
$72.50. CBS. Dave Mintz exec vp; irred 
Elsethagen sls m; Forjoe rep. 

Ephrata, KBAS-TV (16) Box 306, Moses 
Lake. Rockwell 5-7843. James Schroeder 
m; Associated with KIMA-TV, Yakima. 

Pasco, KEPR-TV (19) 3619 W. Clearwater 
Ave. Sold in combination with KIMA-TV 
Yakima. Ben Shropshire m; Weed rep. 

Seattle, KING-TV (5) 320 Aurora Ave., zn 
. Mutual 2-3555. AA hr . 200, m $330, 
ID $150. NBC. vtr. Otto P. Brandt vp & 
st m; James D. Neidigh "sls m; Blair 


TV rep. 

Seattle, KIRO-TV (7) 1530 Queen Anne 
Ave., zn 9. Atwater 3-9800. AA hr $1,200, 
m $300, ID $125. CBS. vtr. Saul Haas 
gm; William A. Exline sls m; PGW 


rep. 

Seattle, KOMO-TV (4) 100 Fourth Ave. N., 
zn 9. Main 4-6000. AAA hr $1,350, m 
$380, 20-sec $330, ID $165. ABC. vtr. 
W. W. Warren exec vp & gm; Bill Hub- 
bach g sls m; Katz rep. 

Seattle ecume. KTNT-TV (11) 137 Dex- 
ter, Seattle. Mutual 2-0550. A hr $625, 
m $130, ID $52. vtr. Max Bice st m; 
Herschel R. Cary sls m; Weed rep. 

Spokane, KHQ-TV (6) Radio Central 
Blidg., S. 4202, Regal, zn 34. Keystone 4- 
0511. AA hr $750, m $262, ID $125. NBC. 
vtr. R. O. Dunning p & gm; J. Birney 
Blair cm; Katz, Art Moore reps. 

Spokane, KREM- TV (2) S. 4103 Regal, zn 
34. Keystone 4-0423. AA hr $750, m $220, 
ID $100. ABC. vtr. Robert Temple st m; 

d Richeson nat sls m; Petry rep. 

SpeLane, KXLY-TV (4) W. 315 Sprague. 
zn 4. Madison 4-4291. AA hr $800, m 
$220, ID $100. CBS. vtr. James R. Agos- 
tino gm; Robert V. Weitze sls m; H-R 
rep. 

Tacoma, KTVW (13) 5544 N. 35th, zn 7. 
Skyline_2-3544. A $425, m $85, ID $42.50. 
James J. Hawkins gm & sls m. 

Yakima, KIMA-TV (29) Box 702. Glen- 
court 2-9111. AA hr $600, m $150, ID 
$75. NBC, CBS. vtr. Jack Reber vp & 
gm; William F. Grogan vp tv sls; 
Young rep. 

Yakima, KNDO-TV (23) 23 S First St CH 
8-2300. AA hr $300, m $75, ID $37.50. 
ABC. Hugh Davis st m; Leo L. Lyon 
sls m; Weed rep. 


VEST VIRGINIA 

Bluefield, WHIS. TV (6) Municipal Bidg. 
Davenport 7-7115. A hr $250, m $75, ID 
$30. NBC, ABC. John Shott st m & sls 
m; Select Stations, Weed reps. 

Charleston, WCHS-TV (8) 1111 Virginia 
St. E., zn 24. Dickens 2-8131. AA hr 
$800, m $175, ID $87.50. ABC. vtr. John 
T. Gelder Jr. A & gm; C. E. Wheeler 
e sls m; PGW rep. 

Charleston, WHTN-TV (see Huntington) 

Charleston, WSAZ-TV (see Huntington) 

Clarksburg, WBOY-TV (12) . W. Pike 
St. Main 4-7573. AA hr ID 
$25. NBC, CBS. vtr. Robert O. Run- 





nerstrom mng d; James Valentine prom 
d; Avery-Knodel rep. 

Fairmont, WJPB-TV (5) Broadcast House, 
400 Quincy St., zn 1. Fairmont 8000. 
Weston 2098. AA hr $225, m $40, ID 
$25. ABC. J. Patrick Beacom p & gm; 
Gene Adam st m; Eugene La Rosa cm; 
Gill-Perna rep. 

Huntington, WCHS-TV (see Charleston) 

ee WHTN-TV (13) 625 Fourth 
Ave.. zn Jackson_5-7661. AA hr $1.000, 
m $120, Ib $50. CBS vtr. O. W. Myers 
gm; George A. Miller loc sis m: Blair 
TV rep 

Scien @ibesieaten. WSAZ-TV (3) 201 
Ninth St. dockeon 9-4127. AA hr $1.000. m 
$220, ID $100. NBC. vtr. C. Tom Garten 
vp & gm; George R. Andrick loc tv sls 
m; Katz rep. 

Oak Hill-Beckley, WOAY-TV (4) Box 251, 
Oak Hill. Hobart 9-3361. A hr $200, 
$40, ID $20. CBS, ABC. Robert R. 
Thomas Jr. o & gm; Robert Brown st 
& sis m; Pearson rep. 

Parkersburg, WTAP-TV (15) 123 W. 
Seventh St. Hudson 5-4588. A hr $150, m 
$30, ID $15. NBC, CBS, ABC. Gene P. 
Loffiler gm: William L. Viands sls m: 
Pearson rep 

Weston, WJPB-TV (5) (See Fairmont) 

Wheeling, WTRF-TV (7) 1329 Market St., 
zn 7. Cedar 2-7777. AA hr $700, m $180, 
ID $75. NBC. vtr. Robert W. Ferguson 
exec vp & gm; H. Needham Smith, sls 
m; Hollingbery rep. 


WISCONSIN 

Eau Claire, WEAU-TV (13) 2415 S. Hast- 
ings Way. Temple 2-3474. A hr $300, m 
$60, ID $30. NBC, ABC, CBS. Leo How- 
ard gm; Wayne F. McNulty asst m; 
Young rep. 

Green Bay, WBAY-TV (2) 115 S. Jefferson. 
Hemlock’ 2-3331. AA hr $700, m $175, ID 
$68. CBS. Haydn R. Evans gm; Earl H. 
Huth nat sls m; Katz rep. 

Green Bay, WFRV (5) Mason & Roosevelt 
Sts. Hemlock 7-5411. AA hr $650, m $130, 
ID $52. NBC. Jack Gennaro gm; Rogers 
Micheln sls m; Bolling rep. 

Green Bay, WLUK-TV (11) 306 Cherry 
St., Box 549. Hemlock 2-6468. AA hr 
$500, m $100, ID $50. = Raymond W. 
Grandle gm; Young r 

La Crosse, WKBT (8) Tat A Sixth St. 2- 
4678. AA hr $400, m $80, ID $40. Howard 
Dahl p & gm; Robert es 3 sls m; 
Avery-Knodel rep. 

Madison, WISC-TV (3) 4801 W. Beltline 
Hwy., zn 5. Cedar 3-9791. AA hr $750, m 
$200, ID $75. CBS. Ralph O'Connor gm; 
Richard Nickeson sls m: PGW rep vtr. 

Madison, WKOW-TV (27) 215 W. Wash- 
ington’ Ave., zn 3. Alpine 7-2261. AA hr 
$300, m $60, ID $30. ABC. Ben F. Hovel 
gm; Bolling rep. 

Madison, WMTV (33) W. Beltline Hwy. 
Cedar 3-5381. A hr $325, m $65, ID $33. 
NBC. Merritt Milligan gm; Donald G. 
Harrer asst m; Branham rep. 

Milwaukee, WISN-TV (12) 759 N. 19th St., 
zn 3. Division 2-3000. AA hr $1,400, m 
$300, ID $150. ABC. vtr. William C. 
Goodnow vp & gm; Richard D. Foerster 
g sls m; Petry rep. 

Milwaukee, WITI-TV (6) 5445 N. 27th St., 
zn 9. Uptown 3-1919. AA hr $1,400, m 
$290, ID $145. CBS. vtr. Roger W. Le- 
Grand gm: Joe Evans mng d: E. A. 
Hassett g sls m: Blair TV rep. 

Milwaukee, WTMJ-TV (4) 223 W. State 
St., zn 1. Broadway 1-6000. AA hr $1,500, 
m $325, ID $162.50. NBC. vtr. George 
Comte vp & gm; Robert J. Heiss tv, rad 
m: William Snyder tv sls m: Harring- 
ton, Righter & Parsons rep. 

Milwaukee, WXIX (18) Schroeder Hotel. 
509 W. Wisconsin Ave. Broadway 2-1818. 
AA hr $425, m $60. ID $35. Lawrence 
Turet st m; Lew Breyer sis m; Gill- 
Perna rep. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior, WDSM-TV (see Duluth, Minn.) 

Wausau, WSAU-TV (7) 714 Fifth St. Vik- 
ing 2-1021. AA % hr $300, m $100, ID 
$37.50. CBS, ABC. NBC. Richard D. 
Dudley gm & cm: Meeker rep. 


WYOMING 

Casper, KTWO-TV (2) 3900 E. Second. 23- 
7-3711. A hr $200, m $50, tp $25. ABC, 
NBC, CBS. Lawrence S. Berger g & 
sls m; Paul Wickre prom m; Meeker 
rep. 

Cheyenne, KFBC-TY (5) 2923 E. Lincoln- 
way. 4-4461. A hr $225, m $50, ID $22.50. 
CBS, NBC, ABC. William C. Grove vp & 
gm; Charles P. Cahill cm; Hollingbery 
rep. 

Thermopolis-Riverton-Worland, KWRB-TV 
(10) 500 Broadway. UN 4-2351. A hr 
$150, m $30, ID $15. as. Mildred V. 
Ernst co-o & sls m; J. P. Ernst co-0; 
Gill-Perna rep. 
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Witherell (Continued from page 33) 


by feeding facts to the viewer in 
measures that can be digested easily. 

Are the viewer’s feelings really too 
tender to be handled with anything 
but a velvet touch? A review of the 
popular television programs seems 
to indicate the consumer is condi- 
tioned to a number of strongly mov- 
ing, even controversial subjects. 

In fact, the sure, safe approach can 
be deadening in advertising—just as 
in programming—resulting in a 
bland mixture of elements found in 
all other commercials. 

Actually, the viewer responds to 
absorbing, offbeat, sometimes daring 
new appeals, we find. There is gen- 
eral delight, for example, in pro- 
grams such as Alfred Hitchcock Pre- 
sents, where many of the advertising 
as well as story taboos are ignored. 
These programs are particularly in- 
triguing to upper middle-class viewers. 

Consumers also welcome stimulat- 
ing ads or ideas if they deal realistic- 
ally with their needs. If the adver- 
tiser tries merely to relax or amuse 
his audience, he can reduce the effec- 
tiveness of his message. 

Fast-paced, provocative programs 

~a special like The Fabulous Fifties 
or The Population Explosion on CBS 
Reports—score with both critics and 
audiences. Further, the intellectually 
high-geared type of series, such as 
Leonard Bernstein’s discussions on 
music, is gaining wider popularity. 


Corporate Image 


Far from being concerned only 
with the product, the consumer is 
curious about the company as well. 
A strong corporate image implies a 
guarantee of satisfaction on the prod- 
uct, giving the ad greater impact. 

Institutional ads, however, have 
fewer stereotypes or formalized pat- 
terns, probably because of the rela- 
tively recent concern with this type 
of advertising. Since advertisers feel 
they do not know as much about this 
ad form as others, they are willing 
to try new message approaches. 

We have discovered that the insti- 
tutional or corporate ad also has a 
distinct advantage over the “business- 
like or serious” product ad in that 





it sells an idea. 

With the abstract approach, the 
advertiser evidently feels freer to per- 
mit his imagination to “float” and 
create appealing situations that com- 
municate in a ready fashion. 

Thus it is apparently easier to build 
a corporate image than a_ brand 
image. Why can’t the advertiser ap- 
ply the philosophy of idea-selling to 
product-selling? Nothing stands in 
the way of his presenting and pro- 
moting an attractive image—combin- 
ing company and _ product—while 
supplying facts a few at a time. 
Nothing except common misconcep- 
tions of the consumer as a stereotype 
who must be sold a particular prod- 
uct in carefully defined methods. 
And, perhaps, a feeling that creative 
people in advertising must be given 
prescribed areas to cover or methods 
of approach, thereby limiting or 
denying new and useful thinking. 





Equity (Continued from page 36) 


begin with; any increase in the price 
of talent is possibly a step in the 
right direction, but the increases 
would have to be very large before 
they affected us on a cost basis.” 

“T doubt that the actors’ gains will 
be utilized as a bargaining tool by 
other unions when new contracts are 
negotiated,” stated Stan Plesent. “It’s 
been that kind of year where it seems 
every union in the country—from 
steel to tugboats—has been asking 
for more money. Each case gets 
argued on its own merits.” 

One point of interest, said an in- 
formed source, is the fact that small 
segments of both the talent unions 
and the networks-advertiser-agency 
group are reportedly dissatisfied with 
the agreements. Thus, neither side 
can claim a complete victory. 


“You can’t explain to General 
Motors or Ford, which are grateful to 
hold their union increases to perhaps 
five or six per cent, that actors will 
get 40-per-cent raises this year. They 
just don’t understand. On the other 
hand, talent in some categories is un- 
happy that greater gains weren't 
I feel the agency people 


got all they could without a strike.” 


achieved. 





And, at a major agency, one cre- 
ative director—speaking off the rec- 
ord—doubted there would be a surge 
toward commercials employing fewer 
people, smaller groups and the like. 
“Most tv films,” he said, “aren’t laid 
out on the basis of how much or how 
little they'll cost. Naturally, we’re all 
cost-conscious at some point and 
don’t call for 60 dancers or 12 sing- 
ers. But the creative idea is of pri- 
mary importance. If you have to show 
a boy and girl to make the commer- 
cial do its job, you can’t switch to a 
boy alone. Some great spots have 
been done with nothing but an off- 
camera announcer, others have called 
for crowds of actors. Spending more 
money, or less money, doesn’t mean 
the ad will be better or worse. If 
there is any immediate reaction 
toward holding down on talent in 
commercials, it will be negated when 
a great idea needs one extra person.” 

At the Association of National Ad- 
vertisers, a representative remarked 
that the organization’s immediate re- 
action to the new codes was nebulous. 
“There are so many advertisers in 
different categories that the action of 
each can differ widely. A lot of time 
right now is being given to study as 
to just how individual companies will 
be affected. Certainly there’s talk 
about going to newspapers—but 
newspaper costs are up, too, as are 
those in other fields.” 


Thespis Rewarded 


In conclusion, it is certain that 
each actor used in this year’s com- 
mercials—and films made until Nov. 
16, 1963, when the new contracts ex- 
pire—will be paid more than he re- 
ceived for the same work in the past 
two years. Additionally, SAG as well 
as AFTRA now gets a five-per-cent 
pension-welfare plan. It must be re- 
peated, however, that talent costs are 
only one of 25 costs that go into the 
preparation of a film commercial 
and seem to be a microscopic part 
of most tv budgets. 

The problem facing the industry 
is one of convincing the advertisers 
both in and out of the medium that 
television can continue to be the most 
effective means of increasing sales. 
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Frontier (Continued from page 46) 


quently offer help to their local news- 
men in setting up various exclusive 
and high-level film-interview sessions 
which would normally be unavail- 
able to any tv camera during such 
pressured historic times. 

A typical example of this close re- 
lationship at work occurred with 
Senator Clair Engle of California, 
who had flatly refused any inter- 
views during and concerning In- 
augural Week with any television 
group not having a California outlet. 
His reaction to KxTV Sacramento’s 
news team: Phil Wilson, newscaster, 
and Don Rivers, his cameraman, 
spent three hours in the Senator’s 
Washington home, in informal in- 
terviews with him and his wife. 

Senator Engle discussed with 
Phil Wilson the problems of attract- 
ing more defense contracts to dis- 
tressed California areas such as San 
Diego, where unemployment figures 
have just reached a problem peak. He 
related his current Senate activity and 
the new Administration to various 
water-works projects in the Sacra- 
mento area, thus giving the home 
viewers other additional political in- 
formation and insights not otherwise 
available to them. 


Dimension of Glamor 


Further, the local color and setting 
of the interviews are felt to have 
added a dimension of glamor and 
excitement for the viewers watching 
such a historic week on television. 
For instance, the two Indiana teams 
—Bill Donnella, wisu-tv Indianap- 
olis newscaster, and Phil Wilson of 
WANE-TV, and their cameramen— 
covered the Indiana State Society 
Ball. At the affair they set up vary- 
ing interviews with Governor Walsh 
and with other leaders and interest- 
ing Indiana personalities. 

Summarizing, Corinthian director 
of special projects Herman Land 
says: “To date, the natural links be- 
tween the major event and the home 
market and state interests have been 
largely overlooked. Yet it is by mak- 
ing this link that the individual sta- 
tion can most richly serve its com- 
munity and its advertisers.” 
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Circuit (Continued from page 34) 


top network competition. 

Gardner Advertising and Union 
Electric are now working on plans 
for future locally produced specials. 
Keeping to the original idea of build- 
ing a show around events of interest 
to the community, they are consider- 
ing such subjects as St. Louis’ part 
in the Civil War, sporting events in 
St. Louis, the city as a gateway to 
the west, music of the Mississippi 
river and a second show about the 
Municipal Opera. 


Tailor-Made Topics 


One of the major benefits to Union 
Electric in sponsoring the specials is 
that the programs give the company 
an opportunity to tailor the subject 
matter to the area, as in the above 
plans. Mr. Heren says: “We select 
subject matter which we feel is signifi- 
cant and will have at the same time 
wide public interest and sound enter- 
tainment values—subjects which are 
of interest to the people in the area we 
serve .. . We feel that public-service 
programming done in this way is 
local television at its very best.” 

The concept of local specials for 
tv advertising is not a new one for 
Union Electric. In 1956 the company 
sponsored two 60-minute spectaculars 
titled On Stage in St. Louis, live tele- 
casts over KSD-TV which featured Ted 
Mack with local amateur and pro- 
fessional talent. Then, as in the more 
recent shows, as many good names as 
possible were selected for the casts 
because of the wide publicity which 
results. In last year’s Alone in Its 
Greatness, for instance, Earl Wright- 
son and Mimi Benzell highlighted the 
show. 


Prestige Approach 


Commercials for all the Union 
Electric specials were keyed to the 
dignified, prestige approach. The 
taped commercials for last year’s 
shows were soft-sell institutional ad- 
vertising. Each commercial was 
geared to the subject of the program. 
In the St. Louis in 1985 show the 
company demonstrated the benefits of 
using electricity with a skit contrast- 







ing old-fashioned methods of living 
without electricity with modern 
means of providing a comfortable 
home. 

The rationale behind Union Elec- 
tric’s sponsorship of local specials 
when many public utilities stick to 
weather and syndicated films is pin- 
pointed by Gardner Advertising staff 
members: although Union Electric 
does buy weather shows when avail- 
able, and recently had a Sunday- 
noon show called Builders’ Showcase 
which spotlighted builders in the area 
who were successfully using electri- 
city, appropriate film or tape shows 
present another problem. According 
to the agency, “syndicated producers 
frequently take their patterns from 
successful, past formats and often run 
to violence. The sometime contro- 
versial character of the subject mat- 
ter makes this type of programming 
unattractive to Union Electric. 


All-Family Audience 


“Also, network tv is fine for those 
who can use it; for those who can’t 
there has to be strong local tv. Most 
of the locally originated, regularly 
scheduled shows are programmed in 
daytime periods when viewing is re- 
duced and the proportien of males in 
the audience is at the lowest point. 
We look for an all-family audience 
for Union Electric.” 

The area of local specials pro- 
grammed in prime time was the suc- 
cessful solution settled on by Gardner 
and Union Electric. The agency 
points to various reasons why this 
type of show is beneficial to the com- 
pany. One of the most important 
values in the St. Louis specials is that 
they carry greater prestige than any 
other type of program available and 
provide an important method of car- 
rying the commercial message of 
the utility. An advantage, too, is that 
the agency and the company can 
select the subject matter and approve 
script and casting, which insures the 
type of program best suited to a 
basically public-service business. 

Union Electric is now carrying out 
its plans for future sponsorship of 
programs which it feels will best 
encourage understanding between the 
utility and its customers. 
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In the picture 


John H. Leonard (1.) and Herbert R. Roberts (r.) have 
been elected vice presidents of Batten, Barton, Durstine & Osborn, 
Inc., it has been announced by Charles H. Brower, president of 
the agency. Mr. Leonard is an account group head; he joined 
BBDO in 1950 as a copywriter, moved into client contact four 
years later and was named a group head last year. Mr. Roberts, 
manager of the agency’s marketing department. came to BBDO 
in 1954 as a drug marketing specialist. The following year he 
transferred into client contact but returned to marketing in 1959 
and was appointed department manager last year. 








The appointment of William C. MacPhail as vice president of CBS Television Sports 
has been announced by James T. Aubrey, president of the CBS Television network. Mr. 
MacPhail’s appointment was coincident with the announcement that CBS Sports, which 
had functioned as a unit of.CBS News, has become CBS Television Sports and will be a 
separate department of the CBS-TV network. Mr. MacPhail, son of former major-league 
baseball magnate Larry MacPhail and brother of Lee MacPhail, president of the Balti- 
more Orioles, has been director of sports, CBS News, since November 1955, following a 
stint as director of promotion and publicity for the Kansas City Athletics. Previously he 
had served as traveling secretary for the New York Yankees, assistant business manager 
of the Kansas City Blues and general manazer of the Colorado Springs Skysox. 


The election of Herman Davis (|.) and Maxwell Sapan 
(r.) as vice presidents in the creative department of Compton 
Advertising, Inc., has been announced by Wilson A. Shelton, 
executive vice president and creative director of the agency. Mr. 
Davis has served as vice president in charge of art, member of 
the creative plans boards and art director at Doherty, Clifford, 
Steers & Shenfield, Doyle Dane Bernbach and Grey. Mr. Sapan 
was formerly a vice president and copy chief at Fletcher Richards 
and vice president and creative director at Bryan Houston before 
the merger of those two agencies. 





James J. Cochrane has been appointed manager of the New York office of Ketchum, 
MacLeod & Grove, Inc., and elected a vice president of the agency. replacing Marshall 
Clark, who has taken a leave of absence to become manager of the Laubach Literacy Fund 
in Washington, D.C. Mr. Cochrane was a vice president and director of the Kudner 
Agency, Inc., serving this agency from 1943 to 1957 and again since October 1959. 
From February 1957 to the time he rejoined Kudner he was a vice president of J. 
Walter Thompson and account supervisor on Eastman Kodak and Johns-Manville. Be- 
tween 1940 and 1943 he was an account executive with Campbell-Ewald and from 1927 
to 1940 he held a number of executive positions with the retail division of the B. F. 
Goodrich Co. Mr. Cochrane attended the Wharton School, University of Pennsylvania. 








Joseph L. Killeen (1.), co-founder of the Fitzgerald Adver- 
tising Agency of New Orleans in 1926 and its president since 
1937, has moved into the newly created post of chairman of the 
board, with the presidency being taken over by Robert Carley 
(r.), a vice president of the agency for five years while serving 
as account supervisor on the Wesson and Snowdrift accounts. 
Mr. Carley came to Fitzgerald in 1953; previously he had been 
a news writer for the New York Herald Tribune, NBC and Para- 
mount News and an executive at BBDO, Cecil & Presbrey, Dona- 
hue & Coe and Cunningham & Walsh. 
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LOOK MA, MUSCLES! 





Rochester, Minnesota is the market | 


with muscles. It is the fastest growing 
market in the state. 


If you are interested in push-ups, this 
is the market that has been pushing 
up for the last decade—up in con- 
struction, up in population growth, up 
in retail sales. 


As a matter of fact, the annual con- 
sumer spendable income is $886,- 


000,000. 


And you reach this large, growing 
market through KROC-TV which com- 
mands 70% of this audience sign-on 
to sign-off, according to ARB. 


Ask Venard, Rintoul & McConnell how 
easy it is to push up sales for your 
client in the Rochester, 
Market. 


Minnesota 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative Eiisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





Most Flammable Promotion Piece 
of the Week, or, The Lady’s Not For 
Burning: “Episode 11: The Rabble 
From Kent. Back projection of St. 
Albans burning during the battle was 
film of a burning model in our Eal- 
ing Studios.” It was supplied by the 
British Broadcasting Corp. in some 
background information on produc- 
tion of An Age of Kings. 


* * * 


We understand the new trend in 
entertainment programming is the 
“hot” topic—cover narcotics traffic, 
air disasters, sit-ins, anything that’s 
current. We aren't saying the follow- 
ing scene did take place, but we're 
not betting against it, either. 

Scene: A Hollywood office. 
Characters: A top agency's tv-pro- 
gramming vice president; the head of 
a production company. 

Time: Yesterday. 

PEPE: I dun’t know, Terry. This pro- 
gram, she dun’t hit me, tha’s all. She 
just dun’t hit me. 

TERRY: How can it miss, baby? We 
got all the ingredients—foreign in- 
trigue, the pounding ocean, beauti- 
ful girl passengers, a rugged, hand- 
some captain, tough sailors, luxurious 
salons and swimming pools. . . 
PEPE: I’m not really against it. But 
it dun’t seem topical enough to be a 
whole series. 

TERRY: Hmm, that’s a point. There’s 
big interest these days in Hong Kong, 
the South Pacific, underworld rack- 
ets. What we need here is a kicker . . . 
PEPE: Tha’s right— 

TERRY: I got it! We get this ship, see 
we'll need it for the pilot, anyway. 
But we don’t tell anybody we're film- 





ing. We just announce a cruise. We 
book 500 passengers—their tickets 
will cover our pilot costs—and when 
we get out to sea, we stage this 
mutiny! 

PEPE: An’ we get 500 extras working 
for nothin’! 

TERRY: And we make headlines all 
over the place! What a series! Like 
Mutiny on the Bounty—and no rights 


from MGM! We'll give it class, too. 
We name the ship after that one 
Christopher Columbus had — the 
Santa Maria. Lots of educational 
values! 

PEPE: What’ll we call the show— 
Piracy on the Santa Maria? 

TERRY: No, it’s my idea. Let’s give 
me a credit. 

PEPE: You mean— 

TERRY: Sure. Terry and the Pirates! 


* * + 


Barbara Cameron, singer and wife 
of Joseph Kotler, vice president in 
charge of New York sales, Ziv-UA, 
appears to be making a one-woman 
attempt to bridge the gap between 
commercials and concerts. Miss Cam- 
eron, who has recorded commercials 
for American Doll & Toy Co. and 
P&G (among others), last week was 
the solo artist in a pop concert pre- 
sented by the Cincinnati Symphony 
Orchestra titled Sound of Broadway. 

A versatile woman, Miss Cameron 
has also gotten the rather staid sym- 
phonic group to record a singing com- 
mercial she wrote—it was for chari- 
table purposes, of course. The sing- 
er’s last symphonic experience oc- 
curred last year when she sang at a 
children’s concert in Greenwich with 
Skitch Henderson. She put lyrics to 
various Bach and Beethoven piano 
pieces. 

* * * 

Much sport is being made these 
days about McCann-Erickson’s name 
change to Interpublic, Inc. To further 
the thing, and because we are much 
aware of the global responsibilities of 
advertising men, here are some more 
names which can be used to advantage 
by the remaining top nine agencies, 
or by just about any agency: Trans- 
Thought; Peoplepol & Co.; Trans- 
Cend-It, Ltd.; MVD International; 
ALL, Inc.; OrbitAll, Inc:. (subsidi- 
ary) ; EveryMan & Hue; Intra-Think, 
Inc., and Stratospheria & Beyond. Re- 
jected as being far too limited in scope 


were such names as Mediakind, 
Continental-Com, Frontiersville and 
JFK&K, Inc. 
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WROC-TV 
Channel 5 


Channel B 


Superiority 
of WROC-TV 


Percentage 
of WROC-TV 
Superiority 


1960 COVERAGE STUDY 


COMPARISON OF COVERAGE AND CIRCULATION* 


WROC-TV Channel 5 


vs. 
Channel B, Rochester, N. Y. 


Television Daytime Circulation Nighttime Circulation 
Homes Weekly Weekly 


417,100 202,900 276,800 
317,700 165,800 223,200 


99,400 37,100 53,600 


+31% + 22% + 24% 


*These figures represent the station sub-total data and do not include “other” viewing. Source: ARB 1960 Coverage Study. 


SYMBOL OF SERVICE 


™y WROC-TV, WROC-FM, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. Represented by 


es 


KFMB-FM, San Diego, Calif. - WNEP-TV, Scranton—Wilkes-Barre, Penn. the originat station Representati 


‘'T' | wer-tv, WGR-AM, WGR-FM, Buffalo, N. Y. + KFMB-TV, KFMB-AM, 


WDAF-TV, WDAF-AM; Kansas City, Mo. 


TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE.., N.Y. 1 








